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Quality premises, architecturally de- 
signed, engineered and speedily erected 
for clients. 
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Over 90% of our business is conducted 
through the good services of the 
nation’s real estate brokers. 


INDUSTRIAL LEASEHOLDS 


AN AFFILIATE OF WEBB & KNAPP (CANADA) LTD. 


(1957) LTD. 


Head Office Toronto, 12 Sheppard St. * 1018 The Burrard Bidg., 1030 West Georgia St., Vancouver, B.C. 





nd MORTGAGE LOANS 


From $1500.00 to $300,000.00 


On residences, apartment buildings, land and to 
builders and subdividers. Also loans on other good 
securities. Reasonable rates. Mr. M. Goodman. 


AGENTS INVITED 
COSMOPOLITAN FINANCE 


641 Yonge St., Toronto, Ont., WA. 3-0939 


LAST CALL 


FOR ROSTER ADVERTISING 


PLEASE GET YOUR COPY 
IN TODAY’S MAIL, SO THAT 
WE CAN PUBLISH ON TIME. 


HOMES FOR INDUSTRY ACROSS CANADA 





















ON 
TARGET 


Rocketing to new sales 
heights in 1958, Realtors 
set the pace for toppling 
all records in 1959. Vigor- 
ous sales techniques 





emerged from sound sales 


| \ planning. 
| \ During that period of suc- 
| ’ cessful selling, more resi- 
| dential, commercial and 
industrial real estate adver- 
ms tisements were placed in 


the Star than in both 
other Toronto newspapers 
combined. 
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FOR BETTER 
RESULTS 


The Canadian Realtor is the 
official organ of real estate in 
Canada. It is published monthly 
for the Canadian Association of 
Real Estate Boards. 
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eo onienene * “It is well for a man to respect his own vocation, whatever 
it is, and to think himself bound to uphold it and to claim for 
x it the respect it deserves.” — Charles Dickens. 


President 
DONALD H. KOYL - - - Saskatoon D ORIAL 
* EDIT - 
eae “CONVENTIONS ARE “FOR FREE!” 
JAMES A. LOWDEN - - Montreal x 
H. R. FULLERTON - - Vancouver ‘ : - . 
* Three or four months before any Convention, we at Headquarters often 
ponder this problem: How can we tell our Realtors that it would benefit 
them greatly if they attended the Convention. We naturally line up artists, 
* dream up copy, catchy headings etc., arrange to have all this material go 
Regional Vice-Presidents out per a schedule, but, we still have that nagging suspicion that we haven't 
MAURICE KLINKHAMER - - Cran- “ got our story across as well as we might. Those Realtors that attend con- 
brook, B.C. ventions regularly know the benefits that are offered. Those that don’t attend, 
MURRAY BECKHUSON - aoa do not know. Then suddenly, it hit us. Why not get the views of a Realtor 
a. 
who attends regularly. We did this. We contacted Bert Katz of Ottawa, 
R. B. KLOMBIES - - - - Saskatoon x ee one : . vee 
iz ; : who writes the following. We thought it was so good, that we pulled-out our 
R. C. AITKENS - - Boissevain, Man. “al d e” editorial and in it | . | as leat Wast. Kate’ 
alred ot” e al a i ace are very please <atz 
BERT KATZ - - - - - - Ottawa coaaee se edito S place ar ery please oO prin er atzs 
opinion: 
MARCEL AUDETTE - - - Montreal * 
PATRICK KING - - - Dartmouth “I have often heard salesmen say that conventions are expensive. I say 
& PAUL SHERWOOD - - Saint —_ that conventions are strictly for free. 
N.B. x 
Now hold on a minute. I am not trying to say that a convention doesn't 
cost a Real Estate Association many thousands of dollars, nor deny that there 
x is a modest registration fee for individuals who attend. What I am trying 
EDITORIAL COMMITTEE to imply is that if you go to a convention and keep your eyes and ears open, 
, the cost of the convention, as far as you personally concerned, should be 
E. J. Oliver : are te 
* gratis. Actually less than gratis. There should be a great deal left over on 
Ross Thompson the plus side. 
H. W. Follows 
~ (Continued page 22) 
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HOW TO ATTRACT INDUSTRY 


TO YOUR COMMUNITY 


This article, quotes verbatim the interesting address given to a Greater Niagara 
Industrial Committee Meeting, held in November. By publishing this we feel 
that every Realtor will gain valuable information. We do know that those 
Realtors who are Civic Leaders, will be able to use this information to great 
advantage in preparing briefs for presentation to potential industry interested 


in their communities. 


It is a real pleasure to participate 
in this meeting tonight and to talk 
with our neighbours from the Village 
of Chippawa, Stamford Township and 
the City of Niagara Falls. I say 
neighbours because we all belong to 
the great Niagara Frontier. Further- 
more, National Gypsum Company 
now has several large industrial op- 
erations in Canada and we hope to 
expand further in the very near 
future. 

When Mr. Murie asked me to speak 
before this group, I told him that my 
point of view might not be the same 
as your point of view. In reviewing 
plant location problems, I speak from 
the industries’ point of view—What 
do we at National Gypsum Company 
look for in choosing an _ industrial 
site? 

It should be recognized immediately 
that this point of view is not neces- 
sarily the same as that of a represen- 
tative of a Chamber of Commerce, 
or an industrial representative of a 
railroad or a utility or a member of 
the Labor Council or the Municipal 
Council. I’m the buyer in this busi- 
ness—not the seller. Yet our basic 
problem is the same. Yours may be 
“How do I attract an industry?” Mine 
is, “How do I find the right city and 
site for a new plant?” At the point 
when the plant site is selected and 
building begins and it is at the place 
we both want it, then we have both 
succeeded in our immediate aim. If 
my remarks can be of any help to 
you or stir up any ideas, whether you 
agree with me or not, then I shall 
be happy. 

If I have any one theme, and 
it is difficult to have only one in such 
a very broad and big subject, it would 
be “Let the facts pick the city and 
site—don’t let the site and city pick 
your facts.” What I mean is illus- 
trated in part by the advertisement 
which the City of Munroe used to 
run in many magazines. It consisted 
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William M. North, Vice-president of 
National Gypsum Company, was born in 
Buffalo in 1912. He attended Cornell 
University and University of Buffalo Law 
School and was admitted to practice of 
law in New York State in 1937. 


He joined National Gypsum in 1941 
as Assistant Secretary. He held that 
post until 1946 when he was promoted 
to Secretary of the Company. 


During the Korean War he served as 
General Manager of a government owned 
ammunition plant in Parsons, Kansas 
operated by National Gypsum Company. 


In 1954 he returned to the Buffalo 
headquarters of National Gypsum and 
later that year was elected a vice presi- 
dent of the Company. His duties in- 
clude the responsibility for National 
Gypsum Company’s expansion program 
and involve the acquisition of new plant 
sites as well as the purchase and acqui- 
sition of new companies. 


of a lush picture of Marilyn Monroe 
and said in effect, “Everyone is at- 
tracted to Monroe.” Sure, it caught 
the eye. But it is beyond the wildest 
stretch of imagination to assume that 
you are or should be attracted to 
Monroe as a place for a plant site. 
The claims of some cities, honest and 
admirable as they may be, often have 
very little to do with practical plant 
location problems. 

As background on how National 
picks a plant site, and what we look 
for, project yourself for a minute into 
1970 or 1980. Jet airplanes will make 
Vancouver as close as Winnipeg is 
today. Vast highway programs will 
be complete and all people can trave 
or commute many, many more miles 
than is practical today. There will be 
a much shorter work week and more 
leisure time. 

But people will still want homes of 
their own. In fact, we feel there will 
be a demand for more and better 
homes. Our business is to help fur- 
nish the necessary materials for these 
homes. To do this we will need to 
locate and build new plants. 


Thus the first factor in determining 
what National Gypsum looks for in 
a plant location is—to look at our cus- 
tomers. Where will these customers 
be, and how many will there be. We 
study populations carefully. By 1975 
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QUEBEC’S MULTI-MILLION 
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This multi-million dollar plant is located near Thetford Mines, 








we OE. 
Quebec. The 


decision to locate the mine at this spot hinged not directly on supply of natural 
materials, but rather on many other factors of which you are now reading in 


this article by Mr. North. 


alone there will be 63,000,000 more 
people in the United State than today. 
This equals all the people west of the 


Ox. River, plus all the people 


n New England today. The equiva- 
lent of all the people in the City of 
Boston is added each and every year. 


Canada’s population growth will 
be equally impressive. By 1980, there 
will be better than 10 million more 
people living in Canada than now— 
an increase of 70 per cent. That’s 
about equal to the current population 
of the nine Provinces other than On- 
tario. And that is a lot of people! 
You know the old saying, ‘People be- 
get people, and the more people that 
are begotten, the more people there 
are to beget.” This will bring huge 
markets, not only for our products 
but for all other products as well. 


We must determine also where the 
centres of population will be. There 
are several phenomena affecting this. 
For example, population movements 
occur from the country to the cities, 
from the cities to the suburbs, and 
from the East to the West. 

These same population movements 
affect you right here in the Niagara 
Frontier. You have only to look at 
this City of Niagara Falls whose 
population is spilling over and grow- 
ing rapidly into Stamford Township. 

It is expected that at least one- 
third of Canada’s 17 million plus new 
future citizens will live and work in 
Ontario. And, the great majority of 
these people will settle in the south- 
ern portion of the Province. Thus 
you are situated on a strategically 
located fringe of Canada’s Fastest 
growing consumer market. 


Now all this tells us where our cus- 
tomers will be. To this must be added 
estimates of ages of people and buy- 
ing power; estimates of Gross Nation- 
al Product; Construction Index Pro- 
jections, and many other basic 
economic factors to help in the timing 
of our markets. We must also con- 
sider transportation costs which are 
ever rising and squeezing us as a 
producer. 


Thus our plant locations are first 
approached by studying how many 
customers we will have, where they 
will be, when they will be there, and 
how much it may cost to get our pro- 
ducts to them. Then and ouly then 
are we ready to pinpoint plant loca- 
tions. 


Now we have to stir some more 
ingredients into the brew. We are 
a basic raw materials company. 
Therefore, we have to get our basic 
materials from the place the good 
Lord laid them down. Products like 
gypsum, limestone, asbestos and pulp- 
wood all must be located, prospected 
and developed, not in relation to the 
eventual market—but where*they can 
be found. For example, our largest 
gypsum deposit is located in Nova 
Scotia. This gypsum _ reserve—con- 
sidered the greatest in North America 
—can supply our East Coast plants 
for the next 100 years or better. 


Now comes the process of match- 
ing the raw material with the cus- 
tomers location. Whether a company 
locates its plants at the center of the 
market or locates at its raw material 
source, depends on several factors; 
comparison of transportation rates 
on raw materials with transportation 
rates of the finished products; extent 
of weight loss in the process of 
manufacturing; amount of scrap and 
waste or by-products; and the amount 
of fuel. All manufacturing companies 
must solve such problems. 


I have given you this background 
for one basic reason. Up to this point 
there is practically nothing any one 
community could do to actually at- 
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tract us to locate a plant. No com- 
munity controls the projected popu- 
lation growth, or the raw material 
location. The one big exception to 
what I say is advertising a location 
because of a known available material 
or factor such as fuel, or power, or 
water which in itself forms such a 
predominate part of total cost, or is 
such an essential that the industry 
has no choice but to look at the loca- 
tion. But generally, I would say, hit 
or miss advertising or _non-unique 
claims are meaningless to an indus- 
trial company. 

Now we are ready to zero-in on the 
plant location. In our office 
studies on location, we determine our 
region say within 100 miles. Then 
intensive detailed studies are made of 
incoming and outgoing material costs 
within the area, freight absorption, 
and tentative fuel and power costs. 
For example, we will take an area 
such as Mobile, Alabama to New Or- 
leans, Louisiana, or the area of 
Niagara Falls to Hamilton, Ontario, 
and study all these cost factors in the 
communities within the area. 


basic 


After ‘making certain assumptions, 
each to be tested acidly later in the 
field, we draw up Profit & Loss State- 
ments, and Capital cost requirements. 
Then, and only then, we are ready to 
look in the field. Frankly, we do it 
the hard way. We go to look per- 
sonally. We don’t think any real 
estate man, utility or 
or Chamber of 


railroad man, 
Commerce can or 
wants to know the ramifications of 
our business as well as we do. But 
they can be mighty helpful. We al- 
ways contact some one of this group 
at this stage. The choice depends 
largely on our particular problem and 
type of plant and area location. 

Now right at this point is where 
any local group can make or break 
successful plant locating services. 
They cannot control the market or 
raw materials, but they certainly can 
do some very specific things once an 
industry shows its interest. Shotgun 
advertisements are no good, but pin- 
pointed facts are a must. Again I 
go back to my theme—‘Let the facts 
pick the city and the site.” So many 
communities are so similar in meeting 
general specifications, that the ones 
with the facts best presented in the 
least time-consuming way will get the 
new plant. 


Plan Sale Job 


It all starts with planning—plan- 
ning your sales job, as I have to 
plan our location job. We have seen 
many a town which not only has no 


plan, but has no particular zoning, 
except hit or miss spot zoning. And, 
that includes important communities 
right around Buffalo. They have only 
the vaguest ideas of what areas are 
industrial, what land might be for 
sale or who owns available land, 
where the utilities run, or where the 
new highways will be. On the other 
hand, many places have excellent 
planning, and good facts on the fac- 
tors involved. The utilities and rail- 
roads through their industrial depart- 
ments, generally are well prepared. 
Some Chambers of Commerce are. I 
have made office studies of over 500 
communities and probably have per- 
sonally been in over 100. Those with 
known, pinpointed specific facts, in- 
stead of over-fuzzy desires to “get 


SL 


minded businessmen working with 
progressive city officials on -a long- 
range urban renewal and re-develop- 
ment plan. 

Is there a plan to rid the city of 
slums and blight? 


Is the city capitalizing on its natu, 
ral advantages such as _ its wate 
or power supply? 

Is the city tackling its traffic prob- 
lems? 

Is the area attempting to solve ® 
the problems of metropolitan growth? 

What about the downtown area? 
Are the downtown _ businessmen 
aroused to the many problems that 
confront most downtown areas? 

What is the “climate” of the com- 
munity? Are there wide-awake citi- 
zens who are planning boldly and 








“An unfavourable impression is created with the industry by a muni- 


cipality if the majority of the questions asked by an industry studying 
y ) gq 


the Community with a view to plant location must be answéred in- 


definitely. 


The senior executives of industry who normally carry out such investi- 


gations are busy men, and often impatient over what might seem unneces- 
sary in providing information basic to industrial development.” 
—A. V. CRATE, Director Trade & Industry 


Province of Ontario. 





an industry” are the ones that gener- 
ally win out. And that does equally 
for real estate agents, railroads and 
Chambers of Commerce. 

Now what do we look for? We 
always write out specifications which 
naturally with each type of 
plant. Illustrations may be fifty acres 
on the outskirts of a town located on 
a railroad, preferably two railroads, 
and on a main highway, or near a 
turnpike, depending on the type of 
product distribution. We also give 
the water, power and fuel require- 
ments. 


vary 


Those are fixed physical facts. Af- 
ter we get the land plots that we 
think might match these require- 
ments, we start to weed out from 
perhaps fifty “possibilities.” 

But this process of weeding out 
is much more complicated than get- 
ting the preliminary information in 
the first place. For example, I have 
not even mentioned people. By people 
I imply more than labor force, and 
labor rates, and unions. It includes 
attractive clean towns to live in. It 
includes evidence of growth and acti- 
vity by city officials, good schools, 
churches, clubs and recreation. We 
are anxious to know if there are civic- 


by-passed 
as a prospective plant-town by the 
simple test of their appearance. But 
still more have been written off 
because of the negative attitude of 
the citizens. 


preparing for tomorrow’s growth? 
Many cities have been 


Not all communities want industry 
—and more may not want some par- 
ticular kind of industry. This has 
got to be determined quickly. Actual- 
ly, since we build rather large plants 
—say $6,000,000 to $9,000,000—and 


generally handle bulk materials, we 
often find ourselves selling the indus- 
try, after we have tentatively located 
the city. 
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Taxes are important but are by no 
means the first thing we look at. We 
expect to pay our fair share of taxes. 
Concessions themselves are usually 
a snare or delusion. But sometimes 
taxes can be the deciding factor. For 
example, we wanted to build in the 
Philadelphia area. We could choose 
the Pennsylvania side of the Dela- 
ware River, or the New Jersey side, 
other things being equal. We found 
that taxes just to build the plant 
would cost over $90,000 more in Penn- 
sylvania than in Jersey. Obviously 
unless there were offsetting factors, 
we choose the lower tax. Yet some- 
times, as in the South, we have ac- 
tually refused tax concessions because 
in the long run—say after a five year 
period, taxes would be greater. 

We use several techniques to help 
us get the specific locations. One of 
the best is to hire an airplane and 
fly over the entire area several times. 
Whether we fly or not we always, 
and without exception, work against 
the U.S. Geodetic survey maps. Ano- 
ther thing we insist on is aerial pho- 
tographs. Another thing we always 
do—and strangely some companies 
fail to do it—is to core drill every 
piece of property which goes on our 
final decision list. We have rather 
exact ideas about foundations for our 
buildings and have found, not once 
but several cases, where as much as 
$500,000 or more can be gained or 
lost in foundation costs alone. As 
a practical matter we usually drill 
about three or five sites. If the seller 
has specific drill information, it is of 
immense help in getting the facts. 
We also check topography and figure 
all grading costs. 


FINAL CHOICE 


When we have completed this, we 
draw up a Pro-and-Con statement 
On this goes perhaps three or four 
sites in one or more communities. 
We add up all the capital costs, price 
of property, cost of foundations, cost 
of rail or road connections, sewer, 
water, etc. Then we add operating 
costs such as fuel, power, taxes and 
freight costs. We then analyse the 
non-monetary factors of the communi- 
ty itself. Only then do we make a 
choice. 


Obviously in such a short time we 
cannot do more than touch all factors 
going into plant location techniques. 
We do know that the vague shotgun 
approach is useless in arriving at any 
intelligent decision. Any city such as 
Niagara Falls, and each individual 
group within the area such as the 
railroads, the utilities and Chamber 
of Commerce can give the best and 
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most effective service by thorough 
planning. You must have plans and 
you must force the municipality to 
have plans. Then have the facts, 
quickly and in attractive form. Every 
town and every region probably has 
certain attributes which make it bet- 
ter for certain types of industries. 
Concentrate on these—pinpoint them. 
Let the facts pick the city and the 
site. J 





SUMMARY OF QUESTION MOST 
LIKELY TO BE ASKED BY 
INDUSTRY TO CITY OR 

COMMUNITY 


1. Population statistics 

2. Municipal Administration 
(Hydro, water, sewage, police, 
fire, garbage collection, etc.) 

3. Civic Data 

4. Recreation and education 

5. Housing 

6. Financial data 

7. Custom facilities 

8. Transportation facilities 

9. Fuels 


10. Data on present industry 
11. Labour 
12. Available buildings and land. 


Note: The above are general headings. 
Sub-heads and qualitative remarks have 
been omitted. If you desire the complete 
information, a copy of a_ booklet 
entitled: 


“How well do you know your 
Municipality?“ 
can be procured by writing: 
Trade & Industry Branch 
Dept. Planning & Development 
454 University Ave. 
Toronto, Ontario 


STOVEWOOD HOUSE 


A construction method used by early 
Ottawa Valley settlers which involves a 
few cords of ordinary stovewood and a 
little cement, has been revived by an 


Ottawa builder — and his business is 
booming. 

Fred Daoust has just completed his 
sixth ‘‘stovewood’’ house, a modern 


looking six-room split level 
south of Ottawa. 

He uses dried cedar logs, 10 inches 
long and averaging five inches in dia- 
meter. They are built in a wall the 
same way they might be piled for stor- 
age, except that each log is bedded in 
cement. 

Mr. Daoust reports the finished 10- 
inch thick wall is as sturdy as one could 
want and keeps a home warmer in winter 
and cooler in summer than ‘any other 
type of wall. In his latest house he used 
20 cords of wood. The mortar used is 
the conventional mixture. 

He estimates his type of construction 
costs about $2,000 less to put up than 
conventional brick walls. Less is spent 
on both labor and materials. 


bungalow 


The outer wall, if not covered with 
stucco or some other material, gives an 
effect of large polka dots, the blackened 
round logs standing out on a background 
of bleached cement. Where local build- 
ing regulations permit, the walls can be 
covered with wood on the outside and 
the inside walls can be plastered or 
panelled. 


LEGAL 


George Anderson, who writes a 
column ‘legal Hints’, in ‘N.A.R.E.B. 
Headlines’ offers the below illustra- 
tion, which could save you a good 
commission: 

“A contract for the sale of a resi- 
dence contained the following pro- 
vision: “The seller agrees to surren- 
der possession within 30 days after 
the deal is closed.” It said nothing 
about rent. 

When it came to closing the trans- 
action, the buyer insisted upon $100 
rent for the 30 days, and the seller 
refused to pay it. The broker sug- 
gested as a compromise that the seller 
pay $50 for the 30 days. Both re- 
fused. The broker then offered to pay 
the rent out of his commission which 
was $2,000. Both refused. The deal 
was lost. 

If the buyer was justified in insist- 
ing on rent, the broker would not be 
entitled to his commission, under the 
rule that when a broker drafts a 
contract he must draft one that is 
legally enforceable, and if he does not, 
and if by reason thereof the deal does 
not go through, the broker is not en- 
titled to any commission. 

I can’t say that I feel particularly 
sorry for the broker, because to omit 
stating in a contract whether or not 
the seller shall pay rent for his occu- 
pancy is unpardonable.” 


* * * 


Did you know that part of Calgary is 
over 3000 feet in Altitude? Thanks 
to information supplied by W. Frank 
Johns, Executive Secretary of the 
Calgary Real Estate Board, we find 
that the ‘fundamental bench mark’ back 
of the Calgary Public Library shows 
3439.9 feet above sea level. The Air- 
port is 3540 feet and even the Bow 
Valley which runs through town is 3440 
above sea level. 


* * * 


Is there a piece of America completely 
in Canada? Yes! By a foolish error when 
the 49th parallel was being surveyed, a 
small area East of Fort Frances, Ontario 
was claimed by the States. It is encom- 
pased by Ontario’s Quetico Park and 
Americans who wish to visit their pos- 
sessions must either drive through Ont- 
ario to Shebandewan or take a canoe 
trip up from Northern Minnesota. 
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TRAVEL IS EASY TO 


THE 


CONVENTION CITY 





A treat is in 
Realtors who intend to motor to the 
London Convention. The smooth high- 
ways wend thru’ some picturesque 


store for those 


country. Realtors from Sault Ste. 
Marie, or the Lakehead have good 
choices. Soo travellers can come down 
into the States across the Mackinaw 
Straits thense South to Flint, then due 
East, crossing the border at Port 
Huron, then due East once more to 
London. 


Port Arthur and Fort William 
Realtors and Salesmen have several 
choices. Either they follow the South 
Shore of Lake Superior to Mackinaw, 
or swing south at Duluth thru’ to 
Minneapolis, with a choice of good 
travelling from there. 


Realtors intending to plane to Lon- 
don have good connections at Toronto. 
Four flights leave Toronto daily. 


FLIGHT No. 273 Leaves Toronto 9.05 
a.m.—arrives London, 9.45 a.m. 


FLIGHT No. 231 Leaves Toronto 9.45 
a.m.—arrives London 10.25 a.m. 


FLIGHT No. 237 Leaves Toronto 3.55 
p-m.—arrives London 4.35 p.m. 
(daily except Saturday) 


FLIGHT No. 279 Leaves Toronto 8.15 
p-m.—arrives London 8.55 p.m. 


The forty minute flight from To- 
ronto to Londen especially if taken in 
the afternoon or morning provides a 
pleasant “break”. 

Those that haven’t seen the Niagara 
Fruit Belt from the air will enjoy this 
trip. 

Barring unusual weather conditions, 
Realtors from the North will enjoy 
the first breaths of spring, for that 
pleasurable season arrives in London 
fairly early. 

A train ride is always enjoyable. 
Fast train service both C.N. and C.P. 
leave Toronto daily, with good con- 
nections for those using Toronto as a 
break-off point. 


Association of 


Executive Committee: 


F. N. McFarlane, Ottawa, President. 
C. W. Rogers, Toronto, Vice-President. 


Regional Directers: 


A. Sinnott, London; A. Hawreliak, St. 
Catharines; J. Roberts, Port Credit; 
F. J. Dawson, Sault Ste. Marie; R. 
Thompson, Peterborough. 


Executive Directors: 


P. H. McKeown, Ottawa; Sam Camp- 
bell, Hamilton; P. J. Harvey, Brant- 
ford. 


Past President: 


P. A. Seagrove, Hamilton. 
Secretary-Treasurer: H. W. Follows. 


THE SAGA 
OF 
SLIPPERY 


On June 18th, last year, “Slippery” 
the Sea Lion engineered an escape 
that startled the entire North Ameri- 
can Continent, and nearly caused a 
collapse of international relations. 

Watching his chance while his 
keeper was diverted by a passing 
Blonde, Slippery left Story-Book Gar- 
dens, London’s famed Zoo, and took 
off down the Thames to the Detroit 
River, then finally to Lake Erie. He 
was heading, presumably for his home 
waters off the Coast of California. 
“Didn’t like fresh water Trout!” he 
later was heard to say. 

Upon his escape, the Press named 
him “Cyril” and, a day by day account 
was given of his progress towards 
home. So much publicity was given 
him that momentarily, sober Canadian 
and U.S. citizens stopped seeing flying 
saucers and instead “saw” the cause 
Celibré in Montreal, Fort William 
and even New Orleans. Some claimed 
to have seen Cyril taking roping les- 
sons in Nevada. 

Two weeks after his daring esca- 
pade, Slippery . . .er Cyril was cap- 
tured “sleeping it off” at a house boat 
in Sanduskey, Ohio. He was imme- 
diately claimed by Phil Skelton of the 
Toledo Ohio Zoo, who based his claim 
on an Olde Englishe Lawe — “Lawe 
of Salvage on Ye Highe Seas.” 

Justice prevailed however and Cyril 
(who now became Slippery again) 
was returned triumphantly to London 
where he was greeted by the Mayor 
and leading Civic dignitaries. A gi- 
gantic parade, witnessed by 50,000 
cheering Sea Lion Lovers, escorted 
Slippery back to Story-Book, where 
he is now available if you wish to 
interview him Sunday, March 1st. 


e Yes, speech is free in this country. And 
most of it isn’t worth any more. 


oo 





LONDON - 


the 
city 
of 


beauty 


The Arts building is 
one of the many fine 
pieces of architecture 
found in the City of 
London. Extensive 
growth of foliage, en- 
hances the entire city. 


James G. Wharry 


Born on a farm at Union, Ontario, on 
17th March, St. Patrick’s Day, and he 
says “proud of it’, Mr. Wharry rose 
rapidly in the Business world. He has a 
B.S.A. Degree from O.A. College, Guelph 
in 1926. He joined Quaker Oats as a 
salesman for the New England States 
the same year, and except for a brief ab- 
sence has been with the Company since. 
Rising rapidly from Sales Manager to 
Director and Vice-President, then Gen- 
eral Manager, he became President of 
the Canadian Company in 1957. Mr. 
Wharry is Director of the Peterborough 
Y.M.C.A. Master of the Peterborough 
Lodge Perfection; Scottish Rite 18°. He 
is a Principal speaker at the London 
Convention. 
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Fred Smith 


Now President of Fred Smith Associ- 
ates, Business Brokerage & Management 
Consultants, he headquarters in Cincin- 
nati. He was born in the deep South, 
and remembers working at 72 cents an 
hour with a 15 hour day. Studying Law 
at nights he completed his education 
and entered the business world, rising 
rapidly to Sales manager then later In- 
dustrial Relations Head of the General 
Shoe Corp. He has been Vice-President 
of Gruen Watch Company and Powell 
Valve Company. He left Gruen to form 
his own Company in which he is pres- 
ently engaged. 

Mr. Smith travels 100,000 air miles 
a year. He has spoken in 42 States, 
Hawaii and Canada, to some of the 
leading Associations on the Continent. 


Arts Buiiding —Uniwenity of Western Ontario 
larutan, Canada 








Laurence H. Lang 


Mr. Lang has 35 years of Real Estate 


experience specializing in sale, leasing 
and appraising of Commercial Real 
Estate. He has a B.A. from Williams 


College, Mass. and also M.A.I., S.1.A.; 
Past President Cleveland Real Estate 
Board; Past-President Society Industrial 
Realtors. Serves on many Civic Com- 
His wife Helen and three child- 
ren reside in Cleveland Heights, Ohio. 

Mr. Lang will assist J. O. Hodgkins, 
moderator on the Commercial & Indus- 
trial Panel. 


mittees. 


* * * 


@ Did you ever wonder where mothers 
learn all the things they warn their 
daughters not to do? 





“We're going to uphold our 


reputation’ — says Al Sinnott 


While Al Sinnott was attending the 
O.A.R.E.B. Executive Meeting at To- 
ronto in November, he was asked just 
what plans his London Board had 
made towards entertainment and 
sociability. Taking his pipe from his 
mouth he said, with a glint in his eye, 
“Time off will pay off!” 


After mulling that cryptic 
statement, we came to the conclusion 
that any Realtor or Salesman that 
attended the London Convention would 
be more than repaid in many ways, 
for the time they took off to sojourn. 
Here is Al’s invitation: 


over 


“We are rolling out the red carpet 
for you at London in March. Our city 
has a reputation for hospitality un- 
surpassed. We believe you will agree 
that, when you have spent three en- 
joyable and informative days with us, 
will still be intact. 


being done 


our reputation 
Everything is for your 


comfort and convenience. 


Our program includes outstanding 
practical panels, superb 
Special affairs have 
been ladies with 
feminine appeal. We want them to 
come and enjoy themselves. Give the 
little woman a break after a 
hard winter. 


speakers, 
entertainment. 
arranged for the 


long, 


Nothing succeeds like success. Here 
you will learn how successful people 
operate. Since this convention will be 
attended by the outstanding people in 
the real estate business, all with ideas 
that work, all willing to pass them on 
so everyone can profit, eome and make 
yourself at home. You will be amply 
rewarded with good fellowship. 

We will be looking forward to see- 
ing you.” 

Yours sincerely, 
AL SINNOTT, 


Convention Chairman 





2. Good pictures assured before 


3. Pictures available for 





Al Sinnott 


READ 
PAGE 3 


In place of our regular 
editorial we have invited an 
Ottawa Realtor to give his 
opinions on the benefits of 


attending Conventions. 


HOW POLAROID CAMERAS HELP REALTORS 


1. Pictures in a minute. 

i leaving 
spot. 

reference when 
report is being written. 


Polaroid 60-second pictures attached to a 


money. Remember ... the picture you want . 


223 BAY ST. e 


4. 


- Anyone can operate day or night. 
. Films readily available. 


ed ppraisal reports, given to prospective buyers 
or to the local newspaper to beat advertising deadlines all mean a big aur to time and 


+ when you want it. 


H.C. TUGWELL & CO. LTD. 


TORONTO e 





INVITES 


PRESIDENT 











Ron Richardson 


“The annual Real Estate Conven- 
tion is a living thing, growing in 
popularity and quality. This institu- 
tion has been created by Realtors for 
realtors, to seek solutions to our 
mutual problems. This convention will 
be attended by all members of the 
O.A.R.E.B., who wish to raise the pro- 
fessional standards of all who practice 
in the field of Real Estate. 

Thus this convention belongs to the 
Realtors of Ontario. We are the 
people who market the houses to the 
public—the people who take the fore- 
most step in Canada’s second largest 
industry (Housing). 

You are invited to express your 
opinions and share the secrets of suc- 
cess of other members of _ the 
O.A.R.E.B. 

London is an ideal location for such 
a meeting. Our city, our local board 
and the Hotel London are prepared to 
give you a hearty welcome. Make 
your INTENTION, the Ontario Real 
Estate Board CONVENTION in Lon- 
don, March, 1959. I will be at the 
front door to welcome you, so please 
be there. 

Cordially yours, 
RONALD RICHARDSON, 
President of the 
London Real Estate Board. 











Speed-up of mortgage decisions. 
customer good will. 


Wins 
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EXPERTS MODERATE PANELS 


A. G. SANAGAN — Brokers’ & Salesmanagers’ Seminar 


Except for services with the R.C.A.F. during the war, Mr. Sanagan has been in the Real Estate 
business for twenty years. He is active in association work and is now Vice-President of the 
Toronto Real Estate Board. He is a member of the Society of Industrial Realtors and Sales- 
manager of the Industrial & Commercial Div. of J. A. Willoughby & Sons Ltd., Toronto. He 
is also a Director of the Company. 





J. W. EGERTON — Commercial & Industrial Appraisal 


Branch Manager, Mortgage Department, The Manufacturers Life Insurance Company for 
Western Ontario. Eleven years experience appraising in Ontario and Manitoba. 

Member of the American Institute of Real Estate Appraisers. Presently serving as a mem- 
ber of the Professional Ethics Committee. Accredited Appraiser, the Appraisal Institute of 
Canada. Member of the governing council. Previously served as National and Eastern Vice- 
President. Also Chairman of Winnipeg and London Chapters. Member London, Ontario and 
Canadian Associations of Real Estate Boards. 


Lectured on Real Estate Appraisal at various Universities in Eastern Canada. 





J. O. HODGKINS — Commercial & Industrial 


Following his graduation from Upper Canada College he joined one of the larger Toronto 
Industrial Realtors. After some considerable experience in this field, he left to work with a 
nationally known industrial company and soon became advertising and merchandising man- 
ager. After several years in this field, he returned to his original interest, joining one of the 
leading Toronto real estate houses. Since then he has specialized in industrial and commercial 
real estate. 

He is Vice-President and General Manager of Shortill & Hodgkins Limited. Mr. Hodgkins 
is presently serving his second three year term as the Canadian Director of the Society of 
Industrial Realtors and is also President of the recently formed Canadian Chapter of this 
organizations. He has been named Convention Chairman of the Society for the forthcoming 
November Convention in Toronto. 





HARVEY KEITH — Residential Sales 


Born and educated in Fredericton, Mr. Keith spent his teenage after school hours helping 
his father who operated a Country Store, Lumbering business and Post Office. Also, worked 
for T. Eaton Co., Moncton, N.B. when 17. Finished Business College and started Managing 
Dominion Store when 19 years old and subsequently spent 30 years in the Food Industry. 

Started in Real Estate Business 1949, formed his own office in 1952; now has 85 sales- 
men handling all departments of Real Estate covering Metropolitan Toronto and Suburbs. He 


is a Director of 15 companies involved in Office Buildfings and Real Estate Developments. 
Past four years Director T.R.E.B. This year is Vice-President T.R.E.B. 





C. RICHARD WHITNEY — Board Presidents’ & Directors Seminar 


A University of Western Ontario Arts Graduate, Dick entered the R.C.N. and was dis- 
charged as Lieutenant in 1946. He then joined his Father's Real Estate and Insurance busi- 
ness, and now is currently Vice-President (George Whitney Ltd. of Kitchener). He is also 
Vice-President of Whitney-Hanson Ltd. of Kitchener and St. John’s, Newfoundland. 


Besides his B.A. He is also in the hierarchy of Real Estate, being a C.P.M., M.A.I., 
A.A.C.1., A.C. 


At the age of 34 (1956) Mr. Whitney was the youngest President the Ontario Real Estate 
Boards ever had. He was also President of the Kitchener-Waterloo Real Estate Board, plus 
activities as Director of C.A.R.E.B. for two years. 





GRANT PHINNEY — Residential Appraisal 


A Realtor who is thoroughly grounded in Appraisal work. Has lectured on Part | 
and Part I! Appraisal course at McMaster University, Hamilton, also St. Catharines and 
other centres. Mr. Phinney was Vice-president of the Appraisal Institute of Canada, 
Charter member and Past-Chairman, Hamilton Chapter. Also Past-President of the 
Hamilton Board. 


He is an accredited member of the Appraisal Institute of Canada and the American 
Appraisal Institute. 





CANADIAN REALTOR — FEBRUARY, 1959 i 








ONTARIO ASSOCIATION REAL ESTATE BOARDS 37th ANNUAL 





CONVENTION PROGRAM 


TUESDAY, MARCH 3 


9:00a.m. Breakfast for Directors—Terrace Room 


9:00 a.m. Registration 


10:00 a.m. Directors’ Meeting—Room 801 


10:00 a.m. Secretaries’ Seminar—Pickwick Room 


2:00 p.m. Realtors’ Bus Tour of London 


9:00 p.m. Reception—Georgian Room—Earl Terry Singers 


MONDAY, MARCH 2 


8:30a.m. Registration Desk opens 


9:15a.m. Opening session—Regency Room 
Chairman—J. A. Sinnot, Conference Chairman 
Call to Order—J. A. Sinnott 
Invocation—Monseignor Father Feeney 


Welcome to Conference—President of London 
Board Ron Richardson, A.A.C.|1. 


Welcome to London—Mayor Allan Johnston 


Annual Report—H. W. Follows, Executive 
Secretary 


President’s Address—F. N. McFarlane, President 
O.A.R.E.B. 


10:30 a.m. Business session—Regency Room 
Chairman: W. J. Webb 
Speaker: Fred Smith 

Topic: ‘The Best is Yet to Be” 
12:15p.m. Board Presidents’ Luncheon—Regency Room 


President’s Remarks: F. N. McFarlane, President, 
O.A.R.E.B. 


Presentation of Achievement Award—B. E. 
Willoughby, F.R.1. 


Presentation of Board of the Year Trophy— 
Bert Katz, F.R.1. 


2:15 p.m. 
to 
4:00 p.m. 


Business session—Regency Room 


Residential Sales Panel—Moderator: Harvey 
Keith, Toronto 

Chairman: P. J. Harvey, F.R.|., Brantford 

PANEL MEMBERS: Earnest Mitchell, Brampton; 
A. G. Clarkson, Sarnia; John Bowes, 
Peterborough; W. H. Shortill, F.R.I., 
S.R.A., Toronto 


4.00 p.m. Business Session—Regency Room 


Brokers and Sales Managers’ Seminar: ‘The 
Education and Training of Salesmen’’ 
Chairman: A. Hawreliak, F.R.1.; 
Moderator: A. G. Sanagan, S.I.R., Toronto 
PANEL MEMBERS: Gordon Todd, Hamilton; 
A. M. Dedman, Toronto; P. J. Harvey, 
F.R.1., Brantford; H. Hallonquist, Ottawa 


6:00 p.m. Reception—Georgian Room 


7:00 p.m. 


Dinner, Entertainment, Dance—Regency Room 
Chairman: C. W. Rogers, F.R.I., S.1.R., Toronto 


8:30 a.m. 


9:30 a.m. 


11:15 a.m. 


12:30 p.m. 


2:20 p.m. 


4:30 p.m. 


6:00 p.m. 


7:00 pm. 


Registration Desk opens 





Business session—Regency Room & 
Commercial and Industrial Panel . 
Chairman: C. W. Rogers, F.R.1., S.1.R., Toronto 
Moderator: O. Hodgkins, F.R.I., S.1.R., Toronto 


PANEL MEMBERS: B. R. B. Magee, F.R.I., S.I.R., 
Toronto; George Whitney, F.R.I., S.I.R., 
Kitchener; Paul Robarts, F.R.1., S.1.R., 
Windsor; A. G. Sanagan, S.1.R., Toronto; 
L. H. Lang, S.I.R., Cleveland; G. Gibson, 
S.1.R., Toronto 


Business session—Regency Room 
Chairman: F. N. McFarlane, President, O.A.R.E.B. 


Amendments to the Constitution—P. H. ' 
McKeown, Ottawa 


Resolutions—Grant Phinney, M.A.I., A.A.C.1., 
Hamilton 


Election of Officers—P. A. Seagrove, F.R.I., 
Hamilton 


Luncheon—Regency Room 


Chairman: F. N. McFarlane, President, 
O.A.R.E.B. 


Speaker: Joseph Connell 
Topic—"Dare to Face Tomorrow” 


Presentation of C. K. Jutten Trophy & 


Business session—Regency Room 


Appraisal Panels: Chairman, P. H. McKeown, 
Ottawa 


Residential—Moderator, G. Phinney, M.A.I., 
A.A.C.1., Hamilton 


Robert Wilfred Pawley, A.A.C.1., District 
Supervisor, Veterans’ Land Act, London 
Ronald Richardson, A.A.C.1., London 


John Fraser, A.A.C.1., Toronto General Trusts 
Corp‘n., Ottawa 


Ronald Noble, A.A.C.!., Mortgage Manager, 
Equitable Life Insurance Co., Hamilton 
Commercial and Industrial—Moderator, J. W. 


Egerton, A.A.C.1., M.A.1., London, H. Dickens, 
A.A.C.1., London; S. J. Campbell, A.A.C.1., 


M.A.1., Hamilton; A. Hawreliak, F.R.1., 
M.A.1., St. Catharines; N. G. McArthur, 
A.A.C.1., London. 


Business session—Regency Room 


Board Presidents’ and Directors’ Seminar—C. R. 
Whitney, M.A.I., Kitchener Pa 


Unfinished business 


Reception—Georgian Room 


Final banquet—Regency Room 


Chairman—F. N. McFarlane, President, 
O.A.R.E.B. 


Installation of Officers—Bert Katz, F.R.I., 
Ottawa 


Speaker: James G. Wharry 
Topic: “‘Real Estate’’ 
Adjournment 


& 


LADIES 
PROGRAMME 


Sunday, March 1 
2.00 p.m. Bus tour 


9.00 p.m. Reception 


Monday, March 2 
Morning free for shopping 
12.00 noon Cocktails—Arizona Hotel 
12.30 p.m. Luncheon—Arizona Hotel 


2.00 p.m. Tips on well grooming, Hat and 
fur show—Arizona Hotel 


6.00 p.m. Reception 


7.00 p.m. Dinner, entertainment, dance, etc. 


Tuesday, March 3 
10.30 a.m. Coffee party—Hotel London 
12.30 p.m. Luncheon with O.A.R.E.B. 
2.30 p.m. Tour of Kellogg's 
3.30 p.m. Tour of McCormick’s 
6.00 p.m. Reception 


7.00 p.m. Final banquet 


$75 MILLION DEAL 


= Canadian Realtors will have a 


whack at a $75 million pie according 
to C. D. Milani, one of the principals 
in a proposed North York County de- 
velopment in Metropolitan Toronto. 


The 1,200 acre site is designed to 
aid that municipality’s lopsided resi- 
dential-industrial ratio. The area in- 
volved is adjacent to Finch and high- 
way 400, with a proposed cloverleaf 
to handle traffic into the development. 


Approximately 1,000 acres will be 
set aside for industry, 50 acres for 
parks (North Toronto badly needs 
these) 150 acres residential, 10 acres 
shopping and five acres for schools. 


Another principal, Mr. J. C. Van 
Huyse of Finley W. McLachlan Ltd., 
claims that land sales will be held to a 
limited price ceiling. “Cutting down 
speculation will increase desire of in- 
dustry to move in.” Choice industrial 
sites will range from $16,000 to 
$30,000 per acre, with North York 
guaranteeing up to $3,000 per acre 
for services. Trunk Highways and 
railroads increase the industrial pros- 
pects, as the proposed Milvan Enter- 
_prises Ltd. project have good access 
to these requirements. 
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ONTARIO ASSOCIATION REAL ESTATE BOARDS 


ANNUAL 
CONFERENCE 59 
MARCH 1st — 2nd — 3rd 
AT LONDON, ONT. 


Registration Fee: 


Brokers, Salesmen and Salesladies a 
Wives and Guests sie nbabstcadguianeals 20.00 
Daily Registration OR Ta 


Registration fee includes EVERYTHING: ALL BUSINESS SESSIONS 
ALL LUNCHEONS — ALL RECEPTIONS — ALL DINNERS 
FINAL BANQUET — ENTERTAINMENT 


You'll be able to enjoy the 1959 O.A.R.E.B. convention in London more if you 
know that the hotel space you want is all arranged. And the best way to ensure 
that is to register now. Please send both your registration and reservation 
immediately. Be sure that the form below is filled out completely, not omitting 
the time of your arrival so your room can be ready when you want it. 


O.A.R.E.B.’s 37th ANNUAL CONVENTION 
MARCH Ist.-2nd.-3rd. 
HOTEL LONDON 


LONDON, ONT. 
TO: MR. H. W. FOLLOWS, 
Ont. Association Real Estate Boards 
109 Merton Street 
Toronto 7 


I plan to attend the conference, and enclose my cheque for $ to cover the 
registration fee. It is understood that in the event I am unable to attend, this advance will be 
refunded to me, provided I advise you before February 15th, 1959. 


NAME .. ; ; . STATUS ...... 


| 

| 

| 

| 

1 

| 

| 

| 

| 

1 

i (Broker, Salesman, Guest) 
! ADDRESS .. CITY & PROV. .... 
| 
1 
1 
| 
i 
I 
I 
l 
| 
| 
1 
J 


I am a member of the ‘ Board. 
Hotel accommodation required [J Single [] Double [ Suite 


Arrival date and time ...................... vss eparture date and time .... 


Below I have indicated exactly how I would like my name to appear on my identification badge: 
MY NAME . WIFE’S NAME........ 


Make cheque payable to | 
ONTARIO ASSOCIATION OF REAL ESTATE BOARDS 


(If you do not wish to clip this coupon . . . order on your letterhead.) ' 











One of the most important factors in a Realtor’s day-by-day opera- 


tions is his outdoor sign advertising. Whether it be his ‘for sale’ signs, 


his business front sign, or one or more used for his developments, they 


all play a part in his efforts to influence the public. 


Since the beginning of history, man 
has been recording his story, in one 
form or another. Posterity has been 
kind, in that we have found evidences 
of ancient works still preserved for 
20th century study. 


We have all seen Egyptian hiero- 
glyphics, either in magazines or in 
museums. These paintings, or perhaps 
stone carvings, were an attempt to 
record segments of history. And, from 
these, archeologists have been able to 
determine the paths of our fore- 
bearers. This seems remarkable when 
one stops to realize the great span of 
time that has elapsed since the 
Pharaohs reigned supreme. 


In Italy recently, a cave was un- 
covered that had well preserved paint- 
ings upon the walls. These were traced 
by carbon 14 analysis, to a period not 
much later than the neanderthal man. 
The dry, hermetically sealed cave 
turned back the clock. We find even 
20,000 years or so ago, man’s attempt 
to pass on his story. 


aa 


MODERN 
DESIGNERS 





9A Givins St., TORONTO, 





MANUFACTURERS OF NEON SIGNS 


Efficient Service, Maintenance, Repairs 





We read also of the Ancient Roman 
habit of naming streets after a prom- 
inent merchant located 
thereon. For instance one street bore 
the name “The sign of the Bear with 
a Hat on.” This street was named 
after a tavern, who had this sign upon 
the threshold. We also note the his- 
tory of the familiar barber pole which 
indicated that of the surgeon pro- 
fession. (closely allied to barbering.) 


business or 


The Dukes of Medici, who were 
prominent money lenders in_ the 
middle centuries, advertised - their 
place of business with three golden 
balls suspended over their door. Signs 
eventually became so important that 
Charles the First of England passed a 
law allowing merchants in London to 
hang outside their 
business. A further law 
Charles II set a 
above the 


signs places of 
passed by 
minimum height 
pavement in which 
could be hung. It semed that several 
knights that low 


signs were dangerous. 


signs 


complained hung 


Too many of 


LE. 6-3921 








the story of the 


silent 
salesmen 


them were being knocked from their 
horses. 

Eventually, some genius erected a 
sign at some distance from his busi- 
ness and this was the forerunner of 
outdoor advertising, as we know it. 


For Sale Signs 


In the medieval days, Signs had to 
be kept simple as people were for the 
most part illiterate. The strange part 
of this phenomena is that modern 
advertising experts after completing a 
motivational study have found that a 
simple sign is still the best type to 
use. 

Their reasoning appears to be —if 
you clutter your sign, you lose impact. 


The sign you choose, either a ‘for 
sale’ or ‘Sold’ should tell your story 
effectively and concisely. If your artist 
fails to adhere to this simple precept 
and instead, embellishes the sign with 
flourishing letters and complicated 
geometric pattern, you have smothered 
your initial purpose. 


No advertising, whether printed or 
spoken should ever be so complicated 
that it offers the average person only 
a semi-comprehensive story. 


The below sign indicates the value 
of simplicity in lettering and geo- 
metric design. 


white REALTOR 
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Most ‘for sale’ signs are silk- 
screened onto either metal, cardboard, 
or masonite. Silk-screening being pos- ae 


sibly the cheapest method. (silk- e : 
CANADAS 


screening is simply applying a special 
paint over a stencil which rests upon 
(2 Quality type of gauged silk. The 
Oo. is forced through the silk onto 
the work. Costs of the sign vary with 
the quantity and numbers of colours 
J; used. Mr. Harry LePage of Harry 
¢ LePage and Sons, a Toronto Real 
Estate Firm says: “We prefer the 
silk-screen type on metal. It reduces 
damage by vandals, and can be re- 
painted at half the original cost.” 
Differences of opinion of the various LARG e ST 
types however, are only minor and 


your best bet is to discuss the prob- 
lem with your sign maker. 





Billboards 


There are several types of billboard 
signs, and they usually fall into one 
of the following styles: 


Painted sign 
Poster signs 


Lighted signs (incorporating either 
of the above.) 


Spectaculars. 


The last type can be one of several | 
varieties. Your firm might use a bill- 
board of a Home with smoke curling 
out of the chimney. The mechanism 
for this action is expensive, and one 

WPrhas to weigh the cost of the sign 
against the probable effectiveness. 
There are other cheaper methods of 
providing ‘motion’ to a billboard, and 


aaa — FREE 

if you are interested in this form of all Le MOTT t : BRO CHURE 
advertising, we suggest you contact - A ree 4 3 

your nearest billboard agency, or drop 3 \ 7 a ag : 
a line to C.A.R.E.B. headquarters, 109 
Merton Street, and we will try to 
provide you with the nearest agent. 


Six Second Look 


The salient factor to be kept in 
mind is the simpleness of your mes- 
sage. You must tell your story in as 
few words as possible. Preferable one 
short sentence, with your product be- 
ing slightly secondary in the illus- 
tration. Take a good look at several 
billboards in your area. If the Head 
or catch line is heavy type, you will 
usually find that the product is part 
of the background. The idea is to play 
up either your product or your catch 
phrase. If both have equal prominence 
of the sign, one might distract from 


Sa 41DOVERCOURT RD 
A motorist passing a billboard, at sg 
@ 25 miles an hour, will have no 
onger than six seconds to see and TO RO | i O Lal i ec 5 = er Te}, 
digest the sign. The more instan- <a 


taneous the impact, the more effective 
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instrument you have. To boil it down 
to a nutshell, your eye must capture 
the message immediately. 

If of course, your sign is catering 
to foot traffic, you can give the sign 
more detail. However, foot traffic or 
vehicular, it is advisable to keep your 
text and geometric pattern brief and 
uncomplicated. 

There are several things to re- 
member when choosing a site for a 
billboard or sign. 


Approach: 


The distance from which the sign 
becomes fully readable. 


Type of Traffic: 


Is car traffic fast or slow. Are 
there distracting infiuences nearby? 

If foot traffic, is there much of 
this? 

You must also remember the type 
of audience you wish to attract. 
You would hesitate to place a sign 
advertising an exclusive residential 
home development in an area where 
the majority of your audience are 
of the labouring class. 


Angled or Parallel Vision: 


You obviously place your sign 
where the most people can read it. 


22 YEARS OF CONTINUED PROGRESS... 


USE THE BEST... 


\ ps yt 


Colour plays a predominent part in 
the effectiveness of a sign. For in- 
stance: a red and green combination 
is a poor selection, as colour-blind 
people cannot distinguish the contrast. 
The best dual-colour combination is: 
Black on yellow, followed by Green on 
white, red on white and blue on white. 


The experts claim that the elements 
(component parts) of a_ billboard 
should read from left to right. This 
statement backs up our remarks that 
billboards have a reading time of 
approximately six seconds, which 
leaves little time for the message to 
be absorbed. 


LIGHTED 
SIGNS 


Although Neon gas was discovered 
in 1898 by Ramsay and Collie of Eng- 
land, its commercial uses were not 
realized and exploited fully until the 
last decade or so. The discovery was 
made when Argon was_ separated 
from liquid air. 


Neon is actually two gases, and 
when exposed to an electrical dis- 


ONTARIO’S 
COMPLETE 


SIGN SERVICE ~ 


onS 


15 MILFORD AVE. €H.1-853] TORONTO 15 


charge gives off a brilliant red glow. 
If other chemicals are introduced 
with neon, a variety of coloured light 
can be reproduced. 


Everyone is familiar with neon 
tubes, which can be formed into let- 





ters, motifs, trade-marks or to po@ 


vide action, ie., a series of arrows 
electrically timed to appear in motion. 


Neon lighting can also be used to 
provide light behind a_ translucent 
glass upon which is affixed a sales 
message or advertiser’s name. The 
diffused light passing through the 
glass (usually milky white in colour) 
permits the letters to stand out in 
bold relief. 


A survey of your business frontage 
will determine the type of sign most 
appropriate. It can either run paral- 
lel to the street or jut out in a man- 
ner that will attract attention by ap- 
proaching traffic from either side. 


If you intend to instal a lighted 
sign outside your premises we sug- 
gest that you contact a sign Com- 
pany. Their representative will have 
prepared two or three illustrations 
from which you can make a choice. 
Cost factors can also be discussed 
more probably when a physical lay- 
out is at hand. 


rom 
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| Manager for Neon Products Ltd., a 
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LIGHTED SIGNS ARE BIG BUSINESS 


“What is the difference between 
Neon and Fluorescent lighting?” we 
asked Mr. David Shaw, Eastern Sales 


During the tour of the plant, it was 
interesting to watch the operational 
stages of one of the largest electrical 
signs (of its kind) in the world. 

The Firm had contracted to build 
“Honest Ed.” Toronto’s famous dis- 
count house, two lighted spectaculars 


National Electrical Sign Firm. At 
the time, we had just completed a 
tour of their Toronto plant and were 


Vancouver’s City Hall may get an illuminated sign for 
identification purposes as a result of a letter Mayor Hume 
received from a Vancouverite. The chap said he was strol- 
ling past the City Hall when a man stopped him and said 


“Look Mac, I’m from California and just took a picture of 
that beautiful building. What is it?” 


— Hugh Watson, Vancouver Province. 





now standing in front of a test panel, 
which contained a myriad number of 
vertical tubes, all coloured, and run- 
ning the entire spectrum range. Each 
tube was connected to a rheostatic- 
controlled electrical circuit. The pur- 
pose of the complex panel, was to 
determine the proper tube for a speci- 
fic use. 


Mr. Shaw said, “To the average 
layman, there is very little visible dif- 
ference, however, we choose a tube 
@ matches the analysed problem, 
“= in regards to density of light, weather 
conditions, type of power and other 
important factors”’. 


“Take this neon tube for instance.” 
He pointed to an S shaped tube. 
“After the tube had left the glaziers, 
who had formed it into its present 
shape, it was vacuumized, then filled 
to a desired pressure with neon gas. 
After this operation, the tube is 
tightly sealed around electrodes which 
you see, protruding from both ends. 
I might mention a very important 
operation which is performed before 
the tube is sealed. Into each tube we 
drop a small bead of mercury. This 
mercury plays a key role in the func- 
tion of the tube. When the tube is 
ready for use, it is coupled to a star- 
ter which builds up electrical current 
to the point where when released will 
are over to the mercury, thense to the 
electrode at the other end.” 


“Now, let’s take fluorescence” Mr. 
Shaw pointed to an unlightened tube. 
“If you examine this tube you will 
see a coating inside. This chemical 
film is an excellent conductor, there- 

fore we do not need neon gas. All 
®::::: operational steps are the same. 
However, we still require a vacuum, 
electrodes, mercury and starter.” 
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each approximately 130’ long, which 
would be erected atop the building to 
a height of twenty feet. The sign on 
Bloor Street will contain the phrase 
“Honest Ed’s, in letters three feet 
tall. 
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REALTORS 


In closing this article may we sug- 
gest that you “go for quality” in your 
advertising. A shoddy sign does 
nothing for you. This is particularly 
true of cards, which we have seen 
propped up in Broker’s windows. 
These cards called “point-of-purchase” 
advertising should be done by profes- 
sional Sho-card writers, who you will 
find in the yellow pages of your phone 
book. Often we have seen fiy-specked, 
crudely cut and hand-lettered cards, 
which to our minds would drive cus- 
tomers away, not encourage them in. 


Bermuda is closer to New York than 
Florida. It lies less than 800 miles from 
New York but nearly 1,000 from Jack- 
sonville, the closest Florida city. 


* * * 


In the States the Rocky Mountains 
bulge out to approximately 13 the lateral 
distance of that country. Denver, Color- 
ado in the Eastern Foothills of the 
Rockies is almost due South of Regina, 
Saskatchewan. 
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A good outdoor sign is simple in design with a message so brief that it registers 


well within six seconds. 


The above sign carries the principle of “eye flow’. 


Your eye starts at the top left hand corner ...moves to the illustration then 


down to the signature. 


On the sign facing the side street 
(and this is the largest of its kind in 
the world.) will contain a “read-o- 
graph” panel, which will allow a mes- 
sage up to 4,000 letters. This panel 
will feature the Week’s specials, in 
letters up to 30” high. The principle 
is approximately the same as the clip 
on letters you see on your theatre 
marquee. Adler silhouette letters are 
used on a milky white transluscent 
glass, behind which are the illuminat- 
ing lights. 


In the March instalment we'll get into 
the meat of copy writing, by explaining 
how ‘good copy’ appeals to at least one 
basic emotion. 


Sloppy Signs 

Do you throw rocks at your competitor's 
signs? Some signs look as if you did. They 
are dirty, dented, need painting, are setting 
lop sided, and needless to say reflect the 
attitude and general inefficiency of the sales 
person involved. 

You like to see a home that has had good 
housekeeping. It is easier to sell. The 
owner is proud of it, and so are you. But 
the owner isn't proud of your old bedraggled 
sign, and the general public frowns on 
sloppy merchandising. 

Help your competitor keep his signs nice 
by placing them upright in the seller's gar- 
age when you replace his sign with yours. 
It is only common courtesy, anyway. 

—N.A.R.E.B. Newsletter 
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Host Board for B.C. 
Convention One of 
Fastest Growing in Canada 


Westminster County Real Estate Board, hosts to this 
year’s B.C. Association of Real Estate Boards’ annual con- 
vention at Harrison Hot Springs April 13 and 14, can 
easily be rated as one of the nation’s fastest growing local 
boards. 

Known as the New Westminster Real Estate Board until 
last fall, W.C.R.E.B. has grown from a small group of 15 
Realtors in. the financial hub of the lower Fraser Valley to 
a 90-strong association with active representation stretch- 
ing from Burnaby and New Westminster to White Rock 
and Crescent Beach near the U.S. border and Aggasiz and 
Hope 80 miles north at the “bottleneck” between the upper 
and lower Fraser Valleys. 

The change in name of the Board was done to express 
more clearly the fact that it served the entire sprawling 
Westminster County area. 

Harrison — SPA of the Pacific Coast 

Harrison Hot Springs, a small resort town devoted 
almost entirely to tourism, is at the northern end of this 
territory, a few miles from Aggasiz. Known as “the Spa 
of the West” it boasts a splendid hotel-resort with dancing, 
swimming in the hot springs, and cocktail bars along with 
all the other hotel facilities. 

In good weather—and in April its usually good there— 
the Harrison resort is a jewel set among the mountains 
—right beside a large and beautiful lake. Best comparison 
with Harrison is Lake Louise in the Rockies, although the 
later is a more staid hideway. 

While details of the programme have not been announced 
as yet, this year’s B.C.A.R.E.B. convention committee has 
set its sights on outdoing last year’s highly successful con- 
vention in Victoria. Only concern at the moment is that 
the comparatively small hotel (now building a $100,000 
addition) may not be able to accommodate everyone who 
wants to attend with a resultant attendance restriction on 
a first-come, first-served basis for registrants. (Last year’s 
convention drew just over 300. Capacity of the Harrison 
Resort is around 350.) 

Typical of the enthusiasm which the Westminster 
County Board, currently headed by youthful Realtor Fred 
Philps, throws into its activities is the fact that they 
walked away with the LePage attendance trophy at the 
1958 C.A.R.E.B. convention in Montreal. 

Between 300 to 400 B.C. Realtors and wives are ex- 
pected to attend this 3rd. Annual] Convention, the Chair- 
man of which is Walter Bennett, Executive Secretary of 
the W.C.R.E.B. Donald Koyl, President of C.A.R.E.B. will 


BOARD 
SECRETARIES 


IF YOU REQUIRE EXTRA COPIES OF THE 
REALTOR OF ANY FUTURE EDITION — PLEASE 
ORDER QUANTITY BY THE FIRST OF MONTH 
OF PUBLICATION. 


Our Press Run calculations are determined ten days 
before publishing date. 








Various Board Activities 
Reported in Newspaper 


The Editorial staff of the Realtor has noticed an in- 
creased amount of local space given the various Boards 
in their local Newspapers. Calgary is in the a | 
with two or three mentions in the last month. 


The Editor of your Realtor Magazine receives clippings 
from all news outlets in Canada, via a service called Cana- 
dian Press Clipping Service. 


These clippings are related to Real Estate, and very 
little happens in this profession in Canada that escapes 
our attention. 


In the November Edition of the Canadian Realtor, we 
ran a Public Relations article on: “How to get along with 
the Press.” Strange as it may seem, we have even had 
clippings from the Press, who had picked up this article 
from our magazine. 

In the article, we pointed out the various ways that you 
can get your name and that of your Association into the 
Press. 

We suggest that you use this article to your advantage, 
for Editors of Newspapers are constantly looking for news 
of reader interest. 


Refer to the November Edition and read with compre- 
hension. You will gain by it. 


(Sorry! We are out of this edition at head Office.) 





Interested Realtors will note the instrument on the wall above 


the mirror! It is the new Infra-Safe radiant heater recently 
developed in England by Ingelhard Industries Inc. This $29.95 
infra-red unit is guaranteed not to give shocks, or sunburn, 
and will flood the room with warmth. 



































ee 
0 X 


Real Estate 
Association 


SASKATCHEWAN FORMS 
INSURANCE BOARD 


Of interest to Real Estate Offices 
in the Province of Saskatchewan and 
of particular interest to those officers 
who also operate as Insurance Agents 
is the formation of the Insurance 
Board of Saskatchewan which is 
presently constituted as follows: 


Mr. N. D. Wilkie with Mr. S. S. 
Fraser as alternate representing 
the Western Canada Underwriters’ 
Association. 


Mr. J. O. Dutton with Mr. M. D. 
Forster as alternate representing 
the Saskatchewan Government In- 
surance Office. 


Mr. J. B. Hammill with Mr. A. E. 
Chapman as alternate representing 
independent insurance companies, 
and 


res 


The Insurance Agents’ Association 
of Saskatchewan _ representatives 
are:. 
Mr. Walter F. Cooke, Kindersley, 
Sask. 


Mr. D. H. Wright, Saskatoon, 
Sask. 


Mr. Lionel N. Ray, Regina, Sask. 


In their six years of operation the 
Insurance Agents’ Association of 
Saskatchewan have been successful in 
convincing the Superintendent of In- 
surance for the province that a new 
requirement should be put in force 
regarding first applicants for license 
as agents. 


Starting October 1st every first ap- 
plicant for license will, if initial 
license is granted, be required to 
write an examination. The Insurance 
Agents’ Association of Saskatchewan 
has undertaken to conduct the exami- 

ation under the supervision and 
B..::.: of the Superintendent of 
Insurance. The examination will be 
held at central locations throughout 
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the province during the months of 
June and December of each year with 
the first examinations being held on 
or after June Ist, 1959. 


The examination will be based on 
the contents of a “Manual of Insur- 
ance” published by the Canadian 
Federation of Insurance Agents. This 
manual, which is recommended to new 
applicants for study, is available from 
the Insurance Agents’ Association of 
Saskatchewan, 102 Grain Building, 
at a cost of $7.50 per copy. 

Where the applicant does not write 
the examination at the appointed 
time, his license may continue in force 
until it expires on December 31st, but 
may not then be renewed. 

It is hoped that this is the start of 
a program which will, in time, raise 
the standards of insurance agents 
generally and thereby result in a bet- 
ter type of service to the public and 
further enhance the prestige now en- 
joyed by the insurance industry. 


The Insurance Agents’ Association 
of Saskatchewan feel this is a very 
forward step and has only been 
brought about by the excellent co- 
operation between the Superinten- 
dent’s office and all others in the in- 
dustry. They earnestly solicite the 
support of all those operating within 
the industry to insure its success. 


SASK. BOARD 
INVOLVED IN 
PLEBICITE WRANGLE 


Saskatoon is having its troubles 
and the Canadian Association Real 
Estate Boards are involved, however 
innocently. The Star-Phoenix states 


that there is a great desention arising 
over Saskatoon’s Plebicite to make 
Monday Closing of stores compulsory. 
There are two reasons for this, quotes 
the Star. ‘Firstly, there is $50 mil- 
lion cash earned by Crops in the 
vicinity of Saskatoon. These farmers 
want the Stores open Mondays. And 
too, there are several conventions 
slated for Saskatoon in 1959, amongst 
which is the Canadian Association of 
Real Estate Boards. Although the 
Convention will prabably be in session 
on Monday, Compulsory Monday clos- 
ing could prevent Convention-goers 
from shopping as much as _ they 
wished.” 


SASK. DINNER 
MEETING HELD 


High-lights of a supper meeting 
held recently by the Saskatchewan 
Real Estate Board, in Saskatoon. 


Harry Link was presented with a 
gavel in honour of his work as Presi- 
dent of the Saskatchewan Real Estate 
Association in 1956, by Mr. R. P. 
Klombies, President of the Saskatche- 
wan Real Estate Association. 

Iaawrence Wickett also was pre- 
sented with a desk set by Harry Link, 
in honour of his hard work and per- 
sonal sacrifice, as Secretary of the 
Saskatchewan Real Estate Associa- 
tion in 1956. 

Mr. Ron Klombies of Saskatoon 
Agencies was presented with a cheque 
for $200. by Jack Bailey, Director of 
the Saskatoon Real Estate Board Co- 
operative Selling Service Ltd., for 
winning the Sales and Listing contest 
held by the Saskatoon Real Estate 
Board Co-operative Selling Service 
Ltd. 


John Bradshaw representing Brad- 
shaw Agencies was accepted as a new 
Broker of the Saskatoon Real Estate 
Board. 


Did you know that France has posses- 
sions just off the South East coast of 
Newfoundland? They have! Two Islands, 
St. Pierre and Miquelon. Two French 
colonial settlements where you can buy 


champagne at 90 cents a magnum! 


The Aleutian Islands are not in the 
Arctic? As a matter of fact, the furthest 
south are only 300 miles or so north in 
latitude from Vancouver, B.C. 








YEAR END CO-OP 
REVIEWS 





SUDBURY SUFFERS 
FROM INCO STRIKE 


Strikes, regardless of intensity, have a devastating effect 
on both individuals and firms, regardless whether the asso- 
ciation is direct or otherwise. 


This has been brought home quite forcibly by the co-op 
figures issued from the Sudbury Board in November and 
December. In both instances no sales were made. 


In September, International Nickel Company employees 
went on strike for higher wages. By these actions 15,000 
men and women were out of work. The results crippled 
Sudbury, whose entire economy is based on wages from the 
mines. 


The problem is resolved in that area now, and it is hoped 
that recovery will be rapid and permanent. 


ANOTHER CO-OP SALES 
RECORD MADE 


1958 closes out with record totals in co-op sales and one 
Board—Toronto, went over the $100,000,000 mark by hit- 
ting that figure on October 8th. Here are the figures for 
total co-op sales since 1954. 


1954 ............ $116,792,702. 1955 $170,206,977. 
1956 $251,591,079. 1957 $313,634,809. 
1958 . $375,579,682. 


These figures prove one thing very definitely. They 
show that Canadian Realtors now realize the benefits from 
listing co-operatively. 


Al Treleaven, Manager of the Toronto Real Estate 
Board claims the Executive of that Board are setting a 
target of $175,000,000 for 1959. Toronto is running a 
close second to the largest co-op Board in the World at 
present, and hope to eclipse Los Angeles while shooting 
for their $175 million. 


CO-OP PERCENTAGE 
ANALYSIS 


It is interesting to note, when consulting the percentage 
figures of the statistical analysis on next page, that some 
Boards enjoy a larger percentage of sales in ratio to list- 
ings, than others. In some instances a low ratio suggests 
that Realtors are only listing stubborn properties, and are 
keeping the more saleable listings on an exclusive basis. 
There may be other factors that prompt this inbalance. 
For instance, some Boards may create a “drive” during 
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the doldrum seasons, which would naturally result in uo 
increase of listings. 
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Brantford offers a prime example of good listing co- 
operation, and, their abilities are apparently not limited 
to one year. In 1957 that Board settled for fourth place 
in percentage of sales against listings. In 1958 Brantford 
placed a firm first. 

Another phenomena is the low average Brantford sale 
($7,950) as against Vancouver who tied for 29th in per- 
centages, yet showed a sale average of $11,945. 


PREDICTIONS 


In order to get a “Grass-roots” opinion of Co-op feeling 
amongst the Realtors we asked Fred Kelly, of Kelly & 
Kragg Ltd., Toronto Realtors, to give us his impressions. 

He said, “I predict that, within two years the Photo 
co-op listing system will all but completely replace the 
exclusive listing in the resale field, and, over half the new 
horhes will be listed by this method.” In reviewing the 
past five years, Mr. Kelly said “As recently as five short 
years ago the co-op was still an unknown quantity to the 
average Vendor ... as he always does when confronted 
with a new concept, Mr. John Q. Public reacted typically. 
He was suspicious. He searched for hidden motives. He 
suspected that co-op was a salesman’s device to increase 
the commission rate. He also feared subsequent invasion 
by hordes of strange brokers and salesmen. 

By dint of hard effort, these adverse opinions are con- 
quered, and the veil of suspicion is pierced. Now the photo, 
co-op system has become an indespensable chain, linking 
all members, one to another, yet still retaining the custom- 
er’s goodwill.” 
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Toronto 

Hamilton 

Vancouver 

Montreal 

Calgary... 
Ottawa... 

Winnipeg 

London. . 

Edmonton 
Vietoria...... 
Kitchener-Waterloo 
Westminster County 
Saskatoon. . 
Brantford. . 
Peterborough 
Sarnia-Lambton 

South Peel 

St. Catharines-Niagara 
Windsor elas 
Oakville-Trafalgar 
Oshawa and District 
Orillia ; 
Greater Niagara. 
Guelph and District 
Fort William. ..... 
ee 
Galt-Preston-Hespeler 
NONINS ais-ec28s gx 83 
Halifax-Dartmouth. 
Welland and District 
Chatham........ 
Lethbridge. .... 
Tri-County (Ont.) 
Barrie and District 
SUGUINY. ....5... 
Central Alta. (Red Deer). . 
Sault Ste. Marie... ... 
Cornwall. . 

Port Arthur 
Orangeville. 








CAREB Co-op Final Analysis 1958 


Gross Sales 


1958 





128,163,813 
41,636,856 
39,467,486 
24,567,182 
21,975,692 
21,058,005 
18,365,117 
12,014,649 
11,888,172 

8,616,792 
8,183,725 
7,345,677 
4,202,998 
3,386,786 
2,487,904 
2,160,840 
2,016,380 
2,013,741 
1,992,358 
1,816,620 
1,522,466 
1,549,408 
1,176,555 
972,817 
965,350 
959,197 
828,975 
802,950 
736,000 
608,985 
543,350 
470,769 
449,550 
448,495 
410,000 
335,581 
313,107 
285,889 
264,500 
161,500 


377,166,237 





1957 





93,072,436 
43,928,799 
38,578,382 
17,205,357 
17,944,639 
18,826,296 
16,787,154 
8,343,265 
11,054,781 
6,725,099 
6,686,159 
7,803,571 
3,135,067 
2,701,220 
943,700 
1,741,706 
2,923,937 
575,178 
1,944,691 
1,218,475 
1,482,950 
1,061,490 
967,700 
593,190 
602,925 
1,403,132 
615,640 
561,550 
495,745 
278,390 


424,125 
761,756 
345,220 
338,448 
174,350 





313,634,809 


Total 
Listings 





1958 





23,638 
9,694 
12,895 
3,014 
5,039 
3,400 
3,571 
2,391 
4,266 
2,207 
1,721 
3,713 
1,175 
656 
664 
498 
416 
728 
630 
317 
399 
399 
352 
205 
231 
298 
242 
115 
168 
399 
140 
214 
195 
121 
151 
163 
78 
148 
173 
75 
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84,899 


Total 
Listings Sold 





1957 





7,968 
3,426 
3,304 
950 
1,569 
1,306 
1,684 
1,094 
1,005 
948 
712 
906 
479 
426 
231 
187 
119 
198 
183 
100 
128 
187 
97 

91 
97 
86 

81 
55 
43 
72 

51 
40 
23 
37 
27 
39 
27 
23 
39 

15 


27,286 











Percentage 
Listings 
Sold 
1958 | = 1957 
33.6 | 365 
35.3 42.9 
25.6 | 3). 
31.5 34.1 
31} 28.9 
384 | 333 
47.1 40.5 
45.7 39.2 
23.5 26.6 
42.9 40.7 
41.3 41.8 
4A —-—3l3 
40.7 37.8 
64.9 44.1 
34.8 28.1 
37.6 40.7 
26.2 29.3 
27.2 20.8 
29 33.5 
31.5 35.6 
32.1 22.9 
46.9 34.8 
27.6 27.2 
44.3 46.8 
41.9 49.0 
28.9 34.5 
33.8 40.6 
47.8 33.3 
25.6 = 
18.1 18.4 
36.4 20.0 
18.6 _ 
11.8 — 
30.5 26.1 
17.8 29.1 
23.9 32.1 
34.6 45.0 
15.5 16.0 
22.5 
20.0 a 
31.17 34 





Rank According 
To Percentage 











Listings Sold 
1958 1957 
18 | 13 
4 | 5 
129 24 
T20 18 
2! 27 
il 20 

3 10 
5 12 
32 30 
z 7 
9 6 
30 23 
10 i 

| 4 
15 28 
12 7 
28 25 
27 34 
24 20 
T20 14 
19 32 
4 16 
26 29 
6 2 
8 | 
25 17 
17 9 
2 20 
T29 — 
36 36 
13 35 
35 | _ 
39 — 
22 31 
37 26 
31 22 
16 3 
38 37 
33 — 
34 — 





Average Price 














Property Sold 
1958 | 1957 
16,084 | 15,732 
12,152 | 11,645 
11,945 11,250 
25,860 25,603 
13,368 | 12,781 
16,124 | 14,260 
10,905 | 10,470 
10,982 | 10,920 
11,827 | 11,190 
9089 | 9111 
11,493 | 11,170 
8,107 | 8,630 
8,755 - | 8,271 
7,950 | 9,176 
10,770 12,250 
11,555 11,300 
16,944 | 17,510 
10,160 10,440 
10,887 11,050 
18,166 16,780 
11,894 11,230 
8,285 15,070 
12,129 12,410 
10,690 | 10,050 
9,952 12,300 
11,153 10,400 
10.234 | 9,190 
14,599 | = 15,140 
17,113 ae 
8,734 8,260 
10,653 | 9,59 
11,767 | natin 
19,545 — 
12,121 10,100 
15,179 15,860 
8,604 9,590 
11,596 12,530 

_ 7,265 
6,782 | cassie 
10,766 oem 
11,879 11,890 


Population 
in 
Thousands 


1,500 
259 
525 

1,600 
200 
220 
390 
10) 
223 
115 

74 
32 
60 
50 
45 
45 
50 
40 
125 
15 
50 
13 
50 
32 
45 
88 
35 
60 
125 
40 
30 
31 
40 
15 
56 
17 
36 
20 
42 
10 
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CUSTOMER RELATIONS 


There are two categories into which 
Realtors fall. The progressive suc- 
cessful type who never neglect a Pur- 
chaser after the Offer has been signed 
and, the other type who feels his job 
is finished once that all important 
paper is O.K.ed by all parties. 

The salesman who realizes that a 
great deal of business comes in direct- 
ly from a satisfied customer, and who 
does something about it, is the one 
who gains financial remuneration. 

What do we mean? It is very sim- 
ple. We suggest that you call your 
Purchaser after he has signed his 
Offer. During the call you ask him 
if things are all right and is there 
something that you can do for him? 
A eall of this nature, gives the cus- 
tomer a feeling that he has made a 
good choice. It dispels the nagging 
suspicion that he may have committed 
a blunder. 

Good customer relations are estab- 
lished if you follow the axiom: “Give 
the customer service after sale!” If 
you do, you will gain yourself a valu- 
able contact, who will undoubtedly 
return the favour by recommending a 
friend to you. 

Here are a few good points to con- 
sider: 

Why not spend a half hour listing 
a few aids which you can enclose in 
a letter to your new Purchaser? 

— Mention that he should arrange 
now for his cartage, transfer of 
telephone, etc. 

— Find out from his new neighbors 
when garbage collection day is. 


— Tell him where the closest shop- 
ping centre is, and the bus routes 
that will take his wife either shop- 
ping or downtown. 

— Throw in a little additional in- 
formation like “By the way, you 
have seven days to notify the De- 
partment of vehicle registration of 
your change of address.” 


These friendly little reminders will 
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make customer forever 


friend. 


your your 


One Realtor we know of, claims that 
he gets so many prospects from satis- 
fied customers that he can’t find time 
to bother with ordinary ones. He feels, 
and rightly so, that an home seeker 
recommended to him, comes with a 
feeling of security, which makes it so 
much easier to complete a sale. 


Some Realtors call this good Public 
Relations. Actually it is just darned 
good business Start a plan 
similar to the one outlined above, and 
cash in on your own sales dividends! 


sense. 





Editorial — 
(Continued page 3) 


I am speaking from personal experi- 
ence. I can still remember the first real 
estate convention I attended. I hate to 
think how long ago that was, but I was 
still pretty green behind the ears in the 
real estate business. They had a speaker 
named Earl Teckmeyer and he was talk- 
ing about some of the fundamentals of 
real estate brokerage. “Always remember” 
he said, “that there are some properties 
that are just asking to be sold. They are 
not listed, never have been listed, and 
never will be listed, but just the same, 
they are asking to be sold. Just take a 
look at them and you can tell.” 


I wasn't quite sure what he meant, 
but when I returned to Ottawa a few 
days later, I went by a property on one 
of our main streets which I had been 
passing twice daily for years without a 
second glance. It was an old decrepit 
building on an extremely deep lot and 
it’s use was obviously out of keeping 
with the neighbourhood. “Maybe this 
is what Teckmeyer was talking about” 
I thought, and went to see the owner. 


Well, to make a long story short, that 
deal developed into a dandy which 
eventually involved the corner property 
next door, the demolition of one building, 


and the erection of a new one. Some- 
time later in thinking about this deal, 
I realized that the idea was a direct 
result of my attendance at the convention 
and that on the proceeds of that tran- 
saction I could attend two conventions 


a year till I was age 94, without it really 
costing me money out of pocket. Ane 


the age of 94, of course I would be 
strictly on my own provided I did not 
pick up a new idea in the meantime. 
But I have picked up many, and expect 
to do so again in the future. 


“Conventions” are, as its latin roots 
imply, a “coming together’, not only of 
people, but of minds, and experience 
on experience, there must inevitably be 
born those creative ideas which are the 
living, breathing, dynamic side of busi- 
ness. Without ideas a business is headed 
nowhere. With them, there is literally no 
limit to potential. 
and activity 


Ideas mean activity, 

money. And pre- 
sumably we are in business to acquire 
our share. 


means 


So, forgetting for the moment all the 
other bonuses that one receives at a con- 
vention; the sense of solidarity with 
others in the vocation, the renewal of 
old acquaintanceships, the conviviality 
and good fellowship; from a. strictly 
business standpoint, I say, that at the 
very least, conventions are strictly for 
free. 


ANY WAY 
YOU LOOK AT IT 





In Central and Northern 


Alberta Nearly Everyone 


READS THE 


JOURNAL! 


The Journal's Classified Section 
Reaches the heart of the market 


The EDMONTON 


JOURNAL! 


One of the Eight Southam 
Newspapers in Canada 








Des Dividendes Négligés 


& Les agents immobiliers se divisent 


en deux catégories: il y a d’abord 
agent actif, qui réussit bien, celui 
qui jamais ne néglige un acheteur 
aprés la signature du contrat, et il y 
a l’autre, celui qui estime son travail 
terminé une fois que chacun a mis sa 
signature au bas des papiers impor- 
tants. 


Le vendeur qui se rend compte 
qu’une clientéle satisfaite peut lui 
amener beaucoup d’affaires,et qui agit 
en conséquence, se verra toujours ré- 
compensé financiérement. 


Que voulons-nous dire par 1a? C’est 
trés simple. Nous suggérons que vous 
téléphoniez 4 votre acheteur aprés la 
signature de son contrat; demandez- 
lui si tout va comme il le désire et 
s’il y a quelque chose que vous pouvez 
faire pour lui. Ce simple coup de 
téléphone donnera 4a votre client |’im- 
pression que son choix était bon et 
dissipera l’arriére-pensée qu’il a peut- 
étre commis une erreur. 


Vous établissez de bonnes relations 
avec votre clientéle en suivant ce 
principe: “Continuer le service aprés 
la vente”. Si vous le faites, vous y 
gagnerez vous-méme des relations pro- 
fitables, car vos clients seront heureux 
de vous rendre a leur tour service en 
vous adressant leurs amis. 


Voici quelques suggestions pratiques 
que nous vous soumettons: 


— Pourquoi ne pas consacrer une 
demi-heure a établir une liste de 
quelques conseils que vous inclurez 
dans une lettre adressée 4 votre 
nouvel acheteur? 





Mentionnez qu’il devrait s’occuper 
maintenant de son déménagement, 
de faire transférer son téléphone, 
etc. 


— Renseignez-vous auprés de ses nou- 
veaux voisins pour savoir quel est 
le jour du ramassage des ordures 
ménagéres. 


— Indiquez-lui ot se trouve le centre 
d’achats le plus proche et quelles 
sont les lignes d’autobus qui per- 
mettront 4 sa femme de faire ses 
courses ou d’aller dans le centre de 
la ville. 


— Ajoutez un petit détail comme: 

“N’oubliez pas que vous avez sept 
jours pour signaler votre change- 
ment d’adresse au Service d’enre- 
gistrement des véhicules.” 
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Ces petits conseils amicaux feront 
de votre client un ami pour toujours. 


Un agent immobilier que nous con- 
naissons soutient que ses clients mani- 
festent leur satisfaction en lui adres- 
sant un si grand nombre d’amis ou de 
personnes intéressées qu’il n’a ni le 
besoin ni le temps de chercher d’autres 
clients. Il pense avec raison qu’une 
personne désirant acheter une maison, 
lorsqu’elle lui est recommandée, vient 
le voir avec un sentiment de confiance 
qui lui permet de réaliser la vente 
beaucoup plus facilement. 


Certains agents immobiliers appel- 
lent cela “les bonnes relations exté- 
rieures”; en fait, il s’agit simplement 
d’avoir le sens des affaires. Com- 
mencez a suivre un programme sem- 
blable 4 celui que nous venons de vous 
proposer, et touchez les dividendes de 
vos propres centes!. 


WATT - 750s Feo] 


Homer Gateleg has a Hideaway in 
the Catskill Mountains, and we were 
indeed fortunate to meet and inter- 
view this great master. Most com- 
posers seek the seclusion of the Cats- 
kills, including the “Real Gone .. .” 
and the “Real Cool...” 


You will no doubt recall Homer’s 
Composition which sold over a million 
records and headed the Hit Parade 
for 14 straight weeks? 


Oh, Dear — You’re here 
You’re here, you’re here. 
You’re here, Oh Dear 

Oh Dear, you’re here! ... 


Arriving at the Hideaway, we were 
met at the door by Homer’s gorgeous 
blonde wife, who beckoned us in with 
finger to lips. We tiptoed into a group 
of hushed, nervous people all of whom 
were anxiously watching the door 
behind which Composer Gateleg was 
fervishly working. 


Suddenly it opened. The guests 
leaned forward. The great man was 
emerging and the long ordeal was 
over. Everyone watched his face for 
the sign. Homer gave it to them — 
a wide beaming smile! “Homer’s done 
it . . . he’s done it” passed rapidly 
from lip to lip. “Just a minute!” 


commanded Homer. “I’m not quite 
sure of the last sentence. He pulled 
a scrap of paper from his pocket, 
which the others eyed as if it was a 
magic wand. “Here’s what I’ve got 
so far: 


Small Sue 
Swell Sue 
Cute Sue...” 


“Here is where I’m stuck.” muttered 
Homer. 


He paced up and down watched by 
eager eyes swiveling like puppets on a 
string. Pete the Gardiner couldn’t 
contain himself, He shouted 


“Gollie . . . you’re a Dollie!” 


Realizing what he had done he 
shrank back into his chair, acutely 
aware of the shocked looks. 


Homer ignored the outburst. Up 
and down he paced, then stopped 
short, “I’ve got it ... I’ve got it!” 


His guests poised on the edge of 
their chairs and tensed, waiting. 
“By Gol... you’re a Doll!” 


Homer collapsed in a chair, and 
mopped his sweaty forehead. The 
strain was over. 


His guests jumped to their feet 
and excitedly clustered around the 
great man. “Eureka . . Homer’s 
done it. He’s hit the jack pot this 
time!” 


The Vice-President rushed to the 
phone to announce the good news, and 
we reluctantly departed this majestic 
scene. It was no time for an inter- 
view. 


We are thankful however, that we 
had those few golden moments in the 
presence of a_ twentieth - century 
genius! 


It was 3 a.m. and the phone rang. 
The moron got up and answered it. 

Another Moron spoke: 

“Hello is that Junction 6 9624?” 


“Nope” the little Moron said “This 
is Junction 4 2696” 


“ Sorry, 
number.” 


The little moron went back to bed. 
He wasn’t there more than five min- 
utes when the phone rang again. 


“Ts that Junction 4 2696?” 
“Nope, this is Junction 6 9642” 


I must have the wrong 


“I’m sorry, must have the wrong 
number. Sorry to get you out of bed.” 


“Aw thats all right. Had to get up 
to answer the phone anyways.” 
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SNOWBALL FROLIC IN VANCOUVER 
DRAWS 639 TO FESTIVITIES 


The Vancouver Board’s Salesmen’s Division Annual Snowball Frolic enjoyed a record turnout. 
Bert Edwards, President of the Salesmens’ Division and Mrs. Lillian Wyllie, Chairwoman of 
the Snowball Frolic Committee both claimed that the attendance surpassed even the most 
optimistic prediction. Mr. H. P. Bell-Irving, President of V.R.E.B. was Guest of Honour. 








Winner of a $100 cash Prize at the Frolic was Stan 
Anderson shown left in picture lower left. Bert Edwards 
and Mrs. Lillian Wyllie complete the group. 

In the table decorating contest several exceptionally 
good centerpieces dominated the scene. Shown on this 
page are four of the many exhibited. Unfortunately, due 
to photographic error, none of the winners are available. 
First prize: Blane, Fullerton & White Ltd.; 2nd.: E. A. 
Alm Ltd.; 3rd.: E. B. Gibbons Co. Ltd. 

Special award to Haskins Realty for their “New Rustic 
Look” shown upper left. Upper right is Macauley, Nicolls, 
Maitland & Company’s skyscraper. Middle left: H. J. 
Bishop Realty’s Snow man with attractive place cards 
and, lower right: Chivers Realty Ltd.’s Candy House. 
One of Mr. Chivers’ staff made this smart creation, which 
was entirely edible. 

Judges were Mrs. H. P. Bell-Irving, Mrs. Bert Edwards 
and Mrs. J. McAndrew. 





MANITOBA HOLDS 10th 
ANNUAL CONVENTION 


es 4 o* rar 
i 
‘ 


Head table guests at the M.R.E.B.’s 10th Annual 
Convention held in the Fort Garry Hotel, Winnipeg, 
were; left to right: Mr. and Mrs. G. Barret-Hamilton; 
Mr. and Mrs. C. McLaren; Mr. and Mrs. Sinclair Lewis; 
Don Koyl, President of C.A.R.E.B.; Mr. and Mrs. D. 
Reid; Mr. and Mrs. R. C. Aitkins; Mr. and Mrs. L. K. 
Johnson and Mr. K. Cinnamon. 


mis 


The 10th Annual Manitoba Real Estate Conference re- 
cently held in the Fort Garry Hotel, Winnipeg, “played to 
a packed house” according to Mr. H. B. Budgell, Secretary 
of the Association. 

“It is hoped, that as each new year arrives that it will 
bring more and more Manitoba Brokers into the Associa- 
tion,” states Mr. Sinclair Lewis, President of the Board. 
“Now, more than ever before, Brokers are realizing the 
distinct advantages offered by the Association. Enjoyable 
Conventions such as the one just past, are only a small 
part of the benefits obtainable.” 


APPRAISAL INSTITUTE CANADA 
TO HOLD 22nd CONVENTION 


The A.I.C. will hold their 22nd. Annual Convention at 
the Fort Garry Hotel in Winnipeg March 23rd-25th. M. 
Jeffery Holbrook, M.A.I., A.A.C.I. will deliver a series of 
lectures on practical up-to-date Appraisal Methods. Prof. 
V. Joseph Kostka, M.R.A.I.C., M.T.P.I.C., A.I.P., A.G.S., 
Winnipeg will lecture on Community Planning and effect 
on land values. Many other interesting techniques will be 
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revealed at this Convention. Please contact W. N. Mulock, 
Appraisal Institute of Canada, 307 Childs Bldg., Winni- 
peg, for additional information. 


HALIFAX - DARTMOUTH 
GAINS LICENSE LAW 


Halifax — Dartmouth Board is forging ahead according 
to the Annual Report over the Signature of C. A. Piper, 
President of the Board. Both the Active and Associate 
membership has increased nearly 100%. Actives: now 52 
from 35. Associates 66 from 33. 


Mr. Piper reports that the Halifax-Dartmouth Board 
members are highly pleased at their success in gaining a 
Provincial Licensing Law. This worthy feat, coupled with 
the new co-operative listing system now in operation, will 
assist the H. D. Board in its efforts to raise the level of 
Real Estate into a much respected and, lucrative plane. 

Mr. Piper includes in his report a special thanks to Cecil 
Whynacht and John Garth in their untiring efforts to 
launch the co-operative listing system. 


FREDERICTON 


C.A.R.E.B.’s newest Board commenced on the First of 
December, in Fredericton, N.B. The newly-elected Officers 
are as follows: 


President—Mrs. Edith Harper of Lunney Real Estate 
Ltd.; Vice-President—Kevin Belyea, Abner Belyea & Son; 
Sec.-Treas—Frank McLaughlin, Central Trust Co.; Di- 
rectors—Leo. G. Smith; Wendell McGathey; Abner Belyea. 
Other Brokers in attendance; Kenneth Brien, David Lun- 
ney. Two representatives of the Fredericton Law Society 
were also present: Ralph St. John Freeze and Patrick 
Ryan. Gordon Page, Ernie Willis, President and Past- 
President respectively, of the Moncton Real Estate Board, 
along with John Ritcey, Regional Vice-President of 
C.A.R.E.B., were guests at the inaugural meeting. 


RED DEER 


Red Deer City Council endorsed a resolution made by 
the Alberta Real Estate Association, recommending a Land 
Titles Office in that city. Hitherto title searching was de- 
layed because the nearest Office was either Calgary or 
Edmonton. 
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PERSON TO PERSON 





Bagged giggle juice 


. . . Minnesota Mining & Manufacturing 
Company has produced vinyl plastic bag 
to replace the old hip flask, which one 
is reputed to take to the football game. 
We suggest a bag sufficiently large that 
one might use it for a seat cushion, will 
keep the rum warm and at same time 
provide enough pressure to push the nec- 
tar up a tube to the mouth. The tube 
need only be removed for those rare 
instances when the Argos or B.C. Lions 
score a touch down... . 


Hypnotize me please? 


. The United Kingdom officially re- 
cognizes Hypnotists. Even going so far 
as to pay their fees charged against 
Child-birth treatment. The U.K. Post 
Office Authorities also are permitting 
the use of the phone by Hypnotists who 
use this medium to cure their clients of 
smoking. We a chap who 
sold newspaper subscriptions over the 
phone. He invariably turned in more 
orders than the combined totals of nine 
other solicitors. This opens up a whole 
new vista of selling for Realtors. All 
they have to do is hire a Hypnotist. 
Gazooks . it will 
whole business! . . . 


remember 


revolutionize the 


EVERYBODY 
reads the 


Spectator 


There are more Spectators sold 
in Hamilton DAILY than there 
are homes in the city. 


FOR COMPLETE COVERAGE 
AND QUICK ADVERTISING 
RESULTS 


use 


SPECTATOR 
WANT ADS 


Serving one of Canada’s fastest 
growing areas 


THE HAMILTON SPECTATOR 
Est. 1846 Hamilton, Ontario 
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Thrifty Realtors 


. who have cause to use the telephone 
for long distance calls will soon be able 
to secure a counting instrument, which 
when attached to their phone, will tick 
off, nickel by nickel, the costs of the 
call you are making... . 


Wishful Thinking Cha-cha 


. popular songs are taking another 
trend. Lately we’ve heard about the 
Cadillac which couldn‘t shake the little 
Nash Rambler. And, there’s the ditty 
about the lonely guy that wants the 
blue-eyed girl ‘‘who wears short-shorts 
on page forty-four.’’ (of Sears-Roebuck’ 
catalogue). Not to be outdone, we emote: 
“| want a house . . . just like the house 

. where E. P. Taylor lives... !” 

CONTEST: Five bucks to the best 
effort, apropos to the above, which 
arrives on our desk within the next 
month! 


Burglar-proof Cars 


. . . Canadians have developed a device 
which will automatically start the tail- 
lights blinking, if an attempt is made to 
start the car by any other means than 
an ignition key. A horn can also be 
attached to the circuit to give audible 
warning. ... 


No Garbage 


A woman in a West German town 
recently applied to the local court for 
exemption from garbage collection tax. 
She told the magistrate she never had 
any garbage, and, therefore, did not 
make use of the service. 

As a vegetarian she did not have any 
fish or meat scraps, ate potatoes in their 
skins, and ate no tinned foods. She did 
not read newspapers, and because her 
home was oil-heated had no ashes. She 
never swept the floor because she con- 
sidered this was an “unhygienic” practice. 
If she broke any crockery she used the 
broken pieces to stop up mouseholes. 
Sometimes she had to break an odd piece 
of crockery deliberately to provide 
enough mousehole stoppers. (Presum- 
ably, the mice went out for meals!) 

However, her explanation was of no 


avail; the magistrate said she must pay 
garbage tax. 


1959 Calendor 


Ontario Association Real Estate 
Boards 


37th. Annual Convention 
London — Ontario, March Ist.-2nd.-3rd. 





Alberta Real Estate Association 


Annual Convention 
Palliser Hotel, Calgary 
Saturday, March 28th. 


Appraisal Institute Canada 


22nd. Annual Convention—Winnipeg 
(See page 25 for details) 


B.C. Assoc. Real Estate Boards 
April 13-14 
Harrison Hot Springs, B.C. 
(See page 18) 


Canadian Association Real Estate 
Boards 


16th. Annual Conference 
Saskatoon, September 20th.-24th. 


LETTERS TO 
THE EDITOR 


Dear Sir: 
Enclosed please find a clipping that I 
have had on our bulletin board for 
some time. 
I thought it might be some food for 
your Canadian Realtor. 

A man lived by the side of the road 
and sold hot dogs. He was hard of 
hearing so he had no radio. He had 
trouble with his eyes so he read no 
newspapers. But he sold good hot 
dogs. He put up signs on the highways 
telling how good they were. He stood 
by the side of the road and cried: 
“Buy a hot dog, Mister.” And people 
bought. He increased his meat and 
bun orders. He bought a bigger stove 
to take care of his trade. He got his 
son home from college to help him. 
But then something happened . 
His son said, ‘Father haven't you been 
listening to the radio? 
pression on. 


There's a de- 
The European situation 
is terrible. The domestic situation is 
worse.” Whereupon the father 
thought, “Well, my son’s been to col- 
lege. He reads the papers and he lis- 
tens to the radio, and he ought to 
know.” So the father cut down on 
his meat and bun orders, took down 
his advertising signs, and no longer 
bothered to stand out on the highway 
to sell his hot dogs. And his hot dog 
sales fell almost overnight. “You're 
right my son,” the father said to the 
boy, “We certainly are in the middle 
of a great depression.” 

M. J. O'Leary, Sales Mar. 

SANDS & BATEMAN LTD. 

PETERBOROUGH, ONT. 














FOR SUMMER 
PROPERTIES 


@ MUSKOKA, ONT. 
Francis J. Day, 
Port Carling - Pie 84. 


REAL ESTATE 
DIRECTORY 


FOR PROPERTY 
MANAGEMENT 


@ HALIFAX, NS. 





GENERAL 
REAL ESTATE 


e@ BARRIE, ONT. 


@ SUMMERSIDE, P.E.I. 


FOR REAL ESTATE 


Charles A. Rogers Realtor, 
Sterling Trusts Building, 
PArkway 6-6387. 

DON MILLS, ONT. 

R. W. Drake, Realtor, 
LOOOA Lawrence Ave. 
FORT WILLIAM, ONT. 
Willport Realty Limited, 

Fort William - Port Arthur. 
NANAIMO, B.C. 

“On the blue Pacific” 

Nanaimo Realty Co. Ltd., 
Nanaimo Realty Block. 

OTTAWA, ONT. 

P.Hubert McKeown, 

McKeown Realties Ltd., 

169 Somerset St. W., (CE. 2-4806). 


East. 


“Summerside Realties” 
Box 298, Summerside, P.E.I. 





FOR INDUSTRIAL 
SITES AND PROPERTIES 


CALGARY, ALTA. 

Cote & Hunt Ltd. 

41 Hollinsworth Bldg. 
EDMONTON, ALTA. 
Melton Real Estate Ltd., 
10154 - 103rd Street., Phone 47221 
EDMONTON, ALTA. 

Don Reid Real Estate Co., 
11563 Jasper Avenue. 
FORT WILLIAM, ONT. 

G. R. Duncan & Co. Ltd., 
121 May Street. 
HALIFAX, N.S. 

Roy Limited, 

Roy Building. 

REGINA, SASK. 


W. Clarence Mahon, 
350 Western Trust Bldg. 


WINDSOR, ONT. 
Alex E. Hoffman, 
930 London St. West. 


Roy Limited, 
Roy Building. 


@ VANCOUVER, B.C. 


Blane, Fullerton & White Ltd., 
517 Hamilton Street. 


@ WINDSOR, ONT. 


U. G. Reaume Ltd., 
176 London St. W., 
802 Canada Trust Bldg. 


@ CALGARY, ALTA. 


Crown Trust Company, 
227 Eighth Avenue W. 


Rates for Professional Listings 


Wee OER SAN nine soc cscascsccsccsesicsicccencne 


. $50.00 
For twelve insertions 


$80.00 


WESTERN CANADIAN 
APPRAISALS 
Arthur E. Jellis, M.A.I. 


ACCREDITED MEMBER: 


American Institute R.E.A. and 
Appraisal Institute of Canada 


MELTON REAL ESTATE LTD. 
SALE | @ EDMONTON, ALTA. Head Office, Edmonton, 10154- 103rd St. 
e Weber Bros. Agencies Ltd., Phone 47221 


BRANDON, MAN. | 
Hughes & Co. Ltd., 
125 - 10th Street. 
CALGARY, ALTA. 
Burn-Weber Agencies, 
218 Seventh Ave. W. 
EDMONTON, ALTA. 


Spencer & Grierson Ltd., 
10517 Jasper Avenue. 


FOR IDEAL 
STORE LOCATIONS 


10013 -101A Ave. 


FORT WILLIAM, ONT. | 


G. R. Duncan & Co. Ltd. 
121 May Street. 





Calgary, 534 - 8th Avenue West 
Phone AMhurst 6-867! 
Vancouver, 2396 E. Broadway 
Phone HAstings 9410 


Rates for Advertising 
in the Real Estate 


Directory: Per 


Issue 
@ NIAGARA FALLS, ONT. | a 
David D. McMillan, Limited, Siew Bee a 
1916 Main Street. . 29. 


OTTAWA, ONT. 
Charles A. Brownlee Limited, 
63 Sparks St.—CEntral 2-4203. 


PETERBOROUGH, ONT. 
Irwin Sargent and Lowes, 
441 Water Street. 

QUEBEC, QUE. 

toss Brothers & Company Limited, 
P.O. Box 9 (Uppertown) 
LAfontaine 2-4091 


WINDSOR, ONT. 
Alex E. Hoffman, 
930 London St. West. 


CALGARY, ALTA. 
Cote & Hunt Ltd. 
41 Hollinsworth Bldg. 


EDMONTON ALTA. 
Weber Bros. Agencies Ltd., 
10013 - 101A Ave. 


OTTAWA, ONT. 

C. A. Fitzsimmons and Co. Ltd. 
Realtors, 197 Sparks Street, 
Ottawa, Ont., Phone CE. 6-7101. 





FOR APPRAISALS 


CALGARY, ALTA. 


Ivan C. Robison & Company, 
703-5 Street West, 

Phone AMherst 63475. 

Howard P. Hamilton, A.A.C.I. 
Rich & Jackson Real Estate Ltd. 
1438 — 17th. Ave. S.W. 
EDMONTON, ALTA. 

Weber Bros. Agencies Ltd., 
10013 - 101A Avenue 

TORONTO, ONT. 

Chambers & Meredith Ltd., 

24 King Street West. 

ST. CATHARINES, ONT. 

Andy Hawvreliak, Realtor, 
Dominion Building, MUtual 4-2324. 
OTTAWA, ONT. 


C. A. Fitzsimmons and Co. Ltd., 
Realtors, 197 Sparks Street, 
Ottawa, Ont., Phone CE. 6-7101. 





Additional lines $1.00 per issue. 
No charge for city and province lines. 


PROFESSIONAL 
LISTINGS 





HANKS & IRWIN 
ARCHITECTS 
2848 Bloor St. W., Toronto 
RO. 6-4155 





FOR THE BEST INFORMATION 
ON B.C. REAL ESTATE 


Office buildings, industrial and revenue pro- 
perties, homes, building lots and sub-division 
developments. 
Write, wire or phone 
BOULTBEE SWEET & CO. LTD. 
555 Howe St., Vancouver, B.C. MU. 1-7221 





LT ASSLT SS ST ASST 





@ ® % 
ADD ‘EDUCATION’ TO YOUR OFFICE LIBRARY 


The following books may be purchased from the Canadian Association of Real Estate Boards, 109 Merton 
Start a comprehensive collection today! 


Street, Toronto 7. 


EACH 


Real Estate Salesman’s 
Handbook 
Real Estate Advertising 


$2.50 
2.50 


Tested Talks for Sales 
Meeting 

Real Estate Exchanges 

Real Estate — It’s 
Wonderful 

The Successful Salesman 

New Business from Old 

Greater Profits from 
Listings 

Double Your Dollars 

Sales Ideas That Click 

The Appraisal Process, 
Schmutz 

Appraisal Terminology and 
Handbook, A.I.R.E.A. 

Appraisal of Real Estate, 
A.I.R.E.A. 

Agricultural Finance, 
W. G. Murray 

Appraising Manual, 
Mc Michael 

The Business of Farming, 
Herrell Degraff and Ladd 
Haystead 

Culture of Cities, 
Lewis Mumford 

How to be Consistently Suc- 
cessful in Real Estate— 
Russel] 

Estimating Building Costs, 
Dingman 

Farm Management, 
Hudelson 

Farm Management, Black, 
Clawson, Sayre & Wilcox 7.00 

Residential Real Estate in 
Canada—Firestone 

Farm Records and Accounts, 
Efferson 

Fundamentals of Real Es- 
tate Practise, Atkinson & 47 
Frailey 9.00 


6.00 
9.50 
5.00 


7.50 


‘ 


6.00 


6.00 


5.00 


4.50 


EACH 
How to Get Profitable List- 
ings Through Advertising, 
C. Woessner 


How to Estimate, Townsend 
How to Make Your Farm 
Pay, Malone 


How to Plan a House, 
Townsend, Dalzell 


How to Operate a Real Es- 
tate Business, McMichael 6.50 


How to Value Real Estate 6.10 


a Ye 


Managing a Farm, Johnson 5.25 


Midwest Farm Handbook, 
Iowa State College Press 3.50 
Principles of Real Estate 
Management, Downs 
Questions & Answers About 
Real Estate, Prentice Hall 7.15 


Real Estate Law, Kratovil 9.00 


teal Estate Subdivisions, 
McMichael 

Real Estate Office Bookkeep- 
ing simplified, Prentice- 
Hall 

teal Estate Selling Aids, 
Prentice-Hall 

Selling Home Property, 
Geer 

Selling Real Estate, 
McMichael 

Real Estate Management— 
Bliss & Sill 

Successful Real Estate Ideas, 
Prentice Hall 

How to Write Better Busi- 
ness Letters—Frailey 

Urban Land Economics, 
Ratcliff 

Valuation of Residential 
Real Estate, May 

Successful Publicity & P.R., 
Prentice-Hall 


6.00 


7.50 


6.75 


6.95 


6.00 


6.50 


3.00 


8.00 


6.90 


5.95 


Book prices for Association members only, non-members add 20%. 


a 


“Glue mea man whe thire 
for knowledge and — 7 utll shou 


you a flllar of Socctety.” 
PAMPHLETS, CUTS, ETC. 


Helpful Hints for Home Buyers 

Helpful Hints for Home Sellers 

Helpful Hints on Using the Co-operative Listing Service 
Construction Pointers 

C.A.R.E.B. Realtor Cuts for letterhead, etc. 

C.A.R.E.B. Realtor Window Stickers 

C.A.R.E.B. Realtor Lapel Pins and Buttons 


Please send me the below material for 
which I have enclosed: 


TO: 
C.A.R.E.B. 
109 Merton St. 


- 


Toronto 7 


14 , 16 <a , 18 
26 28..., 29..., 30 
38 40 ...:9 @2 , 42 
50 62......, 58....., 54 
Name 

Address: City 


If you don’t wish to cut this coupon please order on your letterhead. (Feb. 9) 
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